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Whatever your advertising message may be 
you can benefit by using full-color, giant-sized 
collotype printing . . . the Black Box way! All 
that's needed is the same type of copy that 
you would furnish for offset printing. Remember 

. You can get all three! . . 
ing... Small press runs. . 


. Large Size print- 
. Surprising economy! 


For large size, small run, 
Screenless printing 


...Choose BLACK BOX 


4840 West Belmont Avenue 


WAT measles tt 
Full-color sheets up to 40” x 60” 
Short runs in large size 


Full-color printing from black and white 
or full color copy 


Your best buy is Collotype and Black Box is the 
best in Collotype! 


In halftone or line—you get true “Hi-Fi repro- 
duction without any screen dot. 


Get the facts Now! Write for Free brochure 
and information. 
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BLACK BOX COLLOTYPE STUDIOS, INC. 


Tae Teme deh eal) 


Chicago 41, Illinois 


The only commercial collotype printing plant West of Ohio. 


For DISPLAYS « POSTERS  TRANSLITES ¢ AD BLOWUPS « PRESENTATIONS 





HOW BIG IS A BOOKLET ? 


An extra half-inch of height makes only a 
small difference in the appearance of a 
booklet. But the same half-inch can make 
a big difference in its final cost! Many times, 
a slight adjustment in the size or shape of a 
booklet can mean a much less expensive run. 
Your printer, lithographer or screen processor 
can quickly supply the right answer to prob- 
lems like this. ‘Trying it on for size” is one 
of the first things he does on any job. And 


Sales Offices: Mead Papers, Inc.. 
118 West First Street, Dayton 2, 
Ohio + New York + Chicago 
Boston + Philadelphia - Atlanta 


his wide, practical experience can benefit 
you in many other ways. That’s why it’s so 
important to talk with him before you start 
work on any printed piece. 

You'll like working closely with your printer, 
lithographer or screen processor. We know 
because we’ve done it for years in bringing 
them the quality papers they need to serve 
you best—the most complete line in the world! 
The Mead Corporation, Dayton 2, Ohio. 
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ART TEXTURES 


.»»Fast! 
..-.- Effective! 
-«»Economical! 


CRAF-TONE a4 new, better, more eco- 
nomical adhesive-backed Shading Sheet! With Craf-Tone 
you can choose from more than 291 graduated tones, tints 
and patterns. Never before has a selection of Benday and 
Specialty patterns been manufactured and arranged in proper 
shading sequence in 15 distinct categories. Processed on 
thin-gauge Matt-finish acetate—Craf-Tone eliminates GLARE 
and insures sharper, cleaner reproduction. Available in 
black, reverse (white) and colored patterns. Everyone’s first 
choice for quickly shading art work for newspaper, direct 
mail, posters, maps, graphs, technical drawings and silk 
screen process work. 


CRAF-TYPE a quality, time-saving, 
money-saving aid for artists, designers, draftsmen, map 
and chart makers, layout and production men! Alphabets 

. Numerals . . . Symbols . . . in every popular style and 
type size! On transparent, Matt-finish (NO GLARE) self- 
adhering acetate sheets! For smash headlines, for curving 
type. It eliminates expensive typesetting and lettering. 
Designed for every conceivable use and effect! 


CRAFT-COLOR Truly wonderful colors 


. $0 easy to apply! Transparent, waxed-back solid color 
sheets .. . for making brilliant, impressive layouts, poster 
effects, package designs, mechanical illustrations, maps and 
sale charts. These thin-gauge, self-adhering acetate sheets 
are available in 35 brilliant colors. 


Illustration prepared by famous 
French artist, on Craftint Double- 
tone Drawing Paper, using Craf- 
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e R & ee ! Craftint offers you a brand new, 


complete Shading Mediums Catalogue, Second Edition, 
packed with valuable information and aids for all Graphic 
Arts. Send for your free copy today. Also available is our 
free 160-page, No. 46 Catalogue listing complete artists 
materials. 


Y a th Se ‘Mit 
I THE CRAFTINT MANUFACTURING CO. 


NEW YORK . CLEVELAND . CHICAGO 
1615 Collamer Avenue ° Cleveland 10, Ohio 
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Just Ctluetin Us 


Edsel’s Program — a Lesson for Advertisers 











The introduction of the new Edsel car, Ford's entry in the medium-price 
field, which completes its line and makes it fully competitive with the other 
big producers, is a merchandising event of the first importance. 












The company has made the name familiar to the public with advertising 
which has reached all segments of the population through all types of media. 
The purpose has been to create excitement and make the local introduction by 
each of the 1,200 Edsel dealers a big event in each community that they serve. 









But Edsel's advertising and merchandising staff has not relied merely on 
the weight of its advertising program to assure results in terms of public in- 
terest, acceptance and purchases. Knowing that every detail must be handled 

perfectly to produce a perfect result, Edsel worked out every feature related 
to merchandising, display and promotion far in advance, so that nothing would 
be left to chance or last-moment decision. 
















Dealer identification, for example, was given the most exhaustive study, 
with the result that Edsel dealerships stand out in any automotive row. The 
Same was true of the use of visual aids, specialties and other promotion tools. 
Edsel, in short, demonstrated the infinite capacity for taking pains which has 
been defined as genius. 





This issue of AR reports the details of Edsel's carefully integrated mer- 
chandising and promotion program in three related articles. Reading them will 
reward every advertising and merchandising man, if only by demonstrating once 
more the value of careful attention to every detail of a great campaign de- 


Signed to move the public to action. 
i 


G. D. Crain Jr. 
Publisher 
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CURVE-LINE TAPES 


A boon to chart and graph makers, 
engineers, draftsmen, layout men, 
methods men . . . anyone who has 
occasion to “draw” broken, dotted 
or solid lines . . . these new 1/16” 
and 1/32” Chart-Pak Curve-Line 
Tapes can save hours of drudgery. 


(1/16" Curve-Line) 


Precision printed, precision slit, pres- 
sure-sensitive, Curve-Line Tapes are 
easily applied either freehand or 
with the new Chart-Pak “Tape-Pen” 
(shown above) — make straight lines, 
curves, angles, smoothly and accu- 
rately. Correct instantly simply by 
removing and replacing tapes. The 
charts can then be reproduced by 
any standard method. 


(1/32” Curve-Line) 


Available in 8 styles, 14 colors, 
Curve-Line is the newest addition to 
the Chart-Pak Line of pressure- 
sensitive tapes — which incorporates 
hundreds of patterns and combina- 
tions. Templates for plant and office 
equipment layout, Pictograph, flow- 
chart and other symbols, point-sized 
newspaper borders, and plastic 
workboards also available. 


® Facilities for special printing, precision 
slitting, of special patterns, templates 
and symbols to your order. 


For Full 
Information 


and name of 
distributor nearest you, 
mail the 
coupon below. 


TeuaRT-PAK. INC. 


HART-PAK, INC. 
1 530 River Road, Leeds, Mass. 


| Please send information about Chart-Pak. 


Name__. - 
Title 
| Company 
| Address os 
City aang State nines 
This coupon border made with Curve-Line Tape 


| 
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Appearance counts. Practi- 
cability counts. Flexibility, 
durability, economy count. 
And you can have them all 
if you use Accopress Binder 
covers for your catalogs. 

Accopress Binders come 
in 5 colors, may be printed 
or embossed as you wish. 
They’re loose-leaf, lie flat, 
open flat, stand plenty of handling, can be 
expanded as desired, have no expensive, 
space-wasting mechanisms. Their low cost is 
famous. Write us your needs or ask your 
stationer to show you the complete Acco line 
for keeping papers together and safe in every 
department of your business. 





























The Accopress 
Binder com- 
bines loose leaf 
convenience, 
large capacity 
and economy. 
Ideal for Cata- 
log Covers. 





When transfer time 
comes just slip the 
bound papers from 
the Accobind Folder 
insert a new Acco 
Fastener and the 
Folder is ready for 
another year's filing. 






ACCOBIND foituc:s 
ACCOPRESS binders 
PIN-PRONG binders 


(for marginal multiple punched forms) 
ACCO clamps 
ACCO punches 


THE ACCOWAY SYSTEM 


{for filing Blueprints and all large sheets) 
and other filing supplies 


ACCO PRODUCTS 


A Division of NATSER Corporation 





Ogdensburg, New York 


In Canada: Acco Canadian Co., Ltd., Toronte 
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DECORATIVE 
METAL 


TRADEMARKS 


Patented Metal-Cals give your prod- 
uct the permanency of anodized and 
dyed aluminum foil. No fastening 
devices or supporting background is 
required so Metal-Cals dress up your 
product for that'‘extra sales appeal!’ 
For reproduction of your trademark 
send us a sample or sketch stating 
your requirements. 


Doge Ke 


Owe ra 
2,869,265 a 


manufactured by 


C & H SUPPLY COMPANY 


417 E. Beach Ave, « Inglewood 3, Calif. 
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The Editors Yin 


The Numbers Game... 


AR Survey Turns Up 
New Facts on Direct 
Mail Advertising 


When we finished tabulating the 
returns from the survey we sent 
out this month to determine direct 
mail practices of AR readers, we 
were more than ever convinced that 
there is great danger in trying to 
mate statistics from two different 
sources to get a third set of statis- 
tics. 

For example, it is generally ac- 
cepted that American businesses 
are spending approximately $10 bil- 
lion annually on advertising of all 
types. Now, along comes the AR 
survey, based on a sample of over 
400 advertisers — considered a very 
adequate sample for projection by 
most, particularly since it represents 
a good cross-section of advertisers 
in general. The survey showed that 
the average advertiser allocates 
27.2% of his advertising budget to 
direct mail. 

Toss those two figures together 
and you will come up with the 
amazing answer that nearly $3 bil- 
lion is spent annually on direct mail. 
This is about double the amount 
generally allocated as direct mail’s 
share of the nation’s annual ex- 
penditures for advertising. 


> While we are willing to concede 
that the results of this survey pro- 
vide some reason to question the 
accuracy of previous estimates of 
annual direct mail expenditures, we 
suspect that the nature of our 
questionnaire may have distorted 
the picture somewhat — particular- 
ly when it comes to the number of 
dollars spent on this medium. 


Display typefaces in this issue 


Bold Italic & Tempo Black; 74 


First of all, it is probably reason- 
able to assume that readers of AR 
are quite apt to have more than an 
average interest in direct mail. 
Since we cover the subject regular- 
ly, it is only natural that AR should 
attract an audience of advertising 
managers who spend a lot of time 
working in the direct mail medium. 

Another factor is that it is highly 
likely that the admen who returned 
our questionnaire were especially 
interested in direct mail — and that 
those with a lesser interest in the 
subject were less apt to spend the 
time answering the 15 detailed 
questions that we asked. 


> Just as a matter of background, 
the questionnaire was mailed to 
3,492 advertising and/or sales pro- 
motion managers. The names were 
selected at random, but special 
efforts were made to assure a 
geographical spread and to elim- 
inate duplications within a single 
company. By the August 9 dead- 
line specified for returns, we had 
received 420 completed question- 
naires—approximately 12%. Con- 
sidering the detailed information 
requested and the fact that we al- 
lowed less than a week for answers 
right in the middle of vacation sea- 
son, we felt that this was an ex- 
cellent return. We were particularly 
pleased to find that the returns 
were well divided among big, aver- 
age and small advertisers and came 
from a wide variety of different 
types of companies. 

Nevertheless, we caution anyone 
about trying to relate the answers 
as reported in the special article 
starting on page 59 to any other 
facts and figures. In themselves, 
however, we feel that the facts we 
have developed present many inter- 
esting aspects of the important me- 


... 27 — Studio; 43 — Studio; 49 — Studio Bold & 
Alt. Gothic #2; 59 — Bulletin Typewriter; 64 — Dom Casual; 71 


— Garamond 


— Bodoni Bold Italic; 77 —- Bodoni Black; 80 — 


Craw Clarendon; 85 — Tempo Black Extended; 90 — Tempo Heavy Extended; 97 — 
Tempo Black Extended; 100 —- Onyx; 103 — Tempo Heavy. 
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Breeze through offset jobs with PLASTIPLATE®, the plas- 
tic offset plate. Two types available. See how they run — 


right on your own press! No cost to you. DIVISION OF SPERRY RAND CORPORATION 


: ROOM 2029, 315 FOURTH AVENUE, NEW YORK 10 
Pre-Sensitized PHOTOSPEED PLASTIPLATE for sparkling P] lini: 2 ele al 
edse Sen ze Jree Samples Of — 


Pre-Sensitized PLASTIPLATE 
right in — just expose, de-sensitize and print. Direct Image PLASTIPLATE 


halftones and crisp linework. All processing steps built 


; ; ° NAME 
Direct Image PLASTIPLATE that takes typing so beauti- 

7 : FIRM 
fully and permits fast, nondetectable corrections. And you lati lan ‘aboiaiae’ celta 


can write or draw directly on its patented plastic surface. ADDRESS 


: : : : ZONE___STATI 
See how they run! Free samples are yours for the asking. 
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out of town customers call collect 


160 East Illinois St. 
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dium of direct mail which have not 
previously been researched. 


> Neglecting our own advice, we 
would like to try to relate one fig- 
ure which turned up in the survey 
to something else. It was interesting 
to note that 66% of our readers 
said that they specified the paper 
for their direct mail jobs, and an- 
other 24.5% reported that their ad- 
vertising agency either participated 
in the paper specifying or did it 
completely. 

We like to think that these figures 
are unusually high and probably 
result from the fact that the survey 
respondents are AR readers. Since 
we regularly carry so much mate- 
rial on the subject of printing pa- 
pers, we like to feel that this mate- 
rial has encouraged our readers to 
appreciate the value of proper se- 
lection of printing surfaces. 


> That Readers’ Service card does 
present difficulties occasionally. Last 
month, intrigued by an ingenious 
side saddle stapler developed by 
Lansdale Products Corp., Lansdale, 
Pa., we ran a small item mentioning 
that a circular was available to 
readers who ringed the proper 
number on the _ back-of-the-book 
card. The only trouble, the little 
line that refers readers to the prop- 
er number to circle got lost when 
our printer had to transfer some 
material from one page to another. 

We're trying again this month. 
We’re reserving the very first num- 
ber, 501, for Lansdale. Our apologies 
to any readers who were confused 
by the omission . . . and to Lansdale. 


>» We received a nice testimonial to 
the pulling power of our Readers’ 
Service card from Charles T. Miller, 
secretary of Franklin Typographers 
Inc., New York. In March, we ran 
a small item about the company’s 
new 394-page type specimen book, 
which had quite a few special fea- 
tures, mentioning that it was avail- 
able only to Franklin’s customers. 

“Imagine our surprise,’ reports 
Mr. Miller, “when letters suggesting 
we sell copies reached us from all 
over the U.S., from Britain, Sweden, 
Turkey, and even from Down Un- 
der in Australia.” The result was 
that Franklin decided to make 
copies available at the $50 per copy 
cost. 

“We don’t know yet whether to 
thank AR for putting us in the 
publishing business,” Mr. Miller 
concluded, “but at least it is some 
consolation to start off with a best- 
seller that we hadn’t intended to 
sell at all.” 


Ae 


We're giving the 


United Way 


How about you? 


> We liked the light touch applied 
to the promotion material for this 
year’s United Community Funds 
drive. We have a suspicion that it 
will appeal to other editors who are 
being asked to find space for such 
public service material. 

The kit of materials we received 
got off to a lively start with a spe- 
cial first page designed to be thrown 
away. We think you might enjoy 
reading the brief message it con- 
tained: 

“Most editors we know don’t feel 
like they’re doing a day’s work un- 
less they throw half the morning 
mail and nearly all the afternoon 
mail into their wastebaskets. 

“This sheet of paper has been 
prepared for just this purpose. 
Originally we were going to put 
some material on it that editors 
were not going to use anyhow. In- 
stead we decided to designate this 
as the one item in the kit that could 
be discarded efficiently since it 
didn’t even qualify to be filed under 
miscellaneous. As you will note, the 
paper is lightweight and crumples 
easily. 

“Therefore if your hand is steady 
and your eye is sure, act according- 
ly. The rest of the kit we hope 
you'll save and put to good use.” 

We must have missed the point, 
since we kept the throw-away sheet 
and threw away the kit — but not 
before we asked United Funds p.r. 
director Henry L. Weber to send us 
a sample of one of the unusual 
cartoon filler ads which are part of 
this year’s campaign (see cut). 

oe 1m - 
> Speaking of public relations, we 
had an interesting letter from D. G. 





You are looking through 
FITCHBURG TRANSPAR 


the new transparentized Master Card stock specially formulated 
for the reproduction field, but Printers and Lithographers 
are using TRANSPAR for both letterpress and offset printing. 
It is available in basic weights and calipers of 17 x 22—20/500 
to 15 pt. thickness. This insert is printed by letterpress on 
FITCHBURG TRANSPAR .006 thickness. Write to the mill on 
your letterhead for complete information and sample sheets. 
FITCHBURG PAPER COMPANY, Fitchburg, Massachusetts 


TRY THIS SHEET FOR REPRODUCTION 






























© awaken each morning with a smile 
/ brightening my face, to greet the dav 
With reverence for the opportunities it 
contains ++ to approach mp work with 
a clean mind++to hold coer before me, 
even in the doing of little things, the 
Wltimate Purpose toward which J am 
Working +++to meet men and women 
With laughter on my lips and love in my 
heart + + to be gentle, kind and courteous 
through all the hours ++to approach the 
hight with weariness that eber wooes 
sleep and the jon that comes from work 
well done — this is how 3 desire to 
Waste WISELY MY MAYS. — tors Desrer 
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Fitchburg Parchment 


PRINTS BETTER - HANDLES BETTER - FOLDS BETTER 
write for complete information and samples 


“Fitchburg Paper Company 


Mills and € ral Offices: Fitchbur, k Ave., N.Y. 17 






COPIES WITH NO ADVERTISING, SUITABLE FOR FRAMING, AWAIT YOUR REQUEST ON YOUR LETTERHEAD 





Goodwin, president of C. P. Clark 
Inc., Nashville agency. He wrote to 
tell us about the highly effective 
public relations job being done by 


the Nashville Transit Co. Seems 
that the company’s latest gimmick | 
is a “stop-and-shop” promotion. 
It works this way: when Pop has_ | 
orders to pick up a pound of bacon 
on his way home from work, he no 
longer has to pay two bus fares — 
one from work to the store; another 
from the store to his home. Now he 
just asks the bus driver for aspecial | : 
= 


ticket which allows him to make a 
stop-over and then continue on 
home for the same fare. 

Nashville Transit has gone all out 
in promoting this new service. 
Newspaper and radio ads are sup- 
plemented by both interior and ex- 
er Oe See ene Sle See Stout outdoor baked enamel metal The Stout Sign Company is now 
even include a “reminder check- lis 
list” of items that might be added signs represent the lowest cost and serving many of the nation’s lead- 
to shopping lists (see cut). 


the most effective means of ad- ing advertisers. Your sign program 
vertising a product or service and can be placed in our hands with 
identifying a dealer. complete confidence. 


STOUT SIGN 


6425 West Florissant Ave. St Lous 20 Mo 








The “stop-and-shop” promotion is 

just one of many unusual special 

services developed by the Nashville 

bus company. Each summer the 

company hauls about 3,000 kids to 

and from Red Cross swimming les- 

sons free of charge. The company 

also runs specially painted buses to 

plug various public service cam- 

paigns (one bus is painted com- 

pletely and switched from line to 

line each day during the cam- 

paigns). : 
We particularly like the com- P 

pany’s annual December promotion Get the Facts about 


when Santa Claus rides a specially 


Loose-Leaf 
painted Christmas bus, talks to the ° 


ee 
Pears 


children and hands out stick candy. Tithe Catalog Covers 
for everyone going to and from +t 

church or Sunday school on both SELL! 

Mother’s Day, all mothers and their Write for Bulletin 100 
children can ride the bus free to 

> Good gimmick by Camay — a PRODUCTS, INC. 
pink wash cloth imprinted, “You'll ; 

clean up selling the lavish new BEAVER FALLS, N.Y. 


Other promotions include free rides and Binders that 

Palm and Easter Sundays; and on 

and from church. Ht K F a Y EF R [ T E 
ieee 

Pink Camay. 44 
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NEVER 
FAILS TO 
PUT ACROSS 
THE 
MESSAGE OF 
QUALITY 


Appeals to those 
who want fine 
appearance at 


moderate cost 
eee 
Excellent for - 
Letterheads 
Office Forms 
Invoices 
Statements 
Mailing Pieces 


Instruction 
Sheets 


Booklets and 
Brochures 


FREE 


Send for Certifi- 
cate Bond Test 
packet. Write on 


evade Bod 


Jest Hacket your letterhead. 


CROCKER-McELWAIN 
Company 


Holyoke, Massachusetts 
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For Editors’ Sake... 


Working Together 
Increases Attention 


By Robert B. Konikow 
AR Managing Editor 


In most cases, the customer is 
king. Packaging is carefully de- 
signed to appeal to the buyer. Di- 
rect mail is planned to make it as 
easy as possible for him to order. 
Even stores are laid out with the 
convenience of the customer as the 
first criterion. But in one area — 
public relations — the customer is 
seemingly neglected. 

Too often, the editor’s needs are 
ignored in planning press releases 
and press conferences. Too often, 
in the experience of many editors, 
a press conference seems designed 
to flatter the client rather than to 
be of immediate value to the editor 
whose attention the client presum- 
ably wants to reach. 

When a public relations agency 
or department thinks its problem 
through, and designs a press con- 
ference to serve the needs of its 
editors most rapidly and most ef- 
fectively, the returns, measured in 
terms of editor-response, will far 
exceed previous experience. Two 
recent events sponsored by p.r. 
agencies are good examples of this 
approach. 


> The first was managed by Har- 
she-Rotman Inc., out of its New 
York office. The agency’s problem 
was simple. Many of its clients had 
new products, suitable for Christ- 
mas giving, and candidates for the 
shopping columns of national con- 
sumer publications. How could 
these products be brought to the 
attention of the right editors? Re- 
leases, accompanied with photo- 
graphs, would be the routine way 
of handling it, but that’s what 
everybody else did. There were too 
many, and too large, items to cart 
around to about 60 publications, 
with perhaps 225 editors. 

The answer was a “Christmas in 
June” party. Invitations, with a 
round Santa Claus holding a real 
rose, were hand delivered. No list 
of clients was included, just a 
promise that Christmas gift prod- 
ucts would be on display, and an 
RSVP card. 

The room itself was simply ar- 
ranged. A bar at each end, and 
tables on which the gift items were 
placed. Each client had a table, and 
most of them had a representative 
present to demonstrate or discuss 
the items. 

An attempt was made not to 


burden the editors with unneces- 
sary photos or press releases. No 
press kits were distributed. How- 
ever, panels were set around the 
room, on which photos’ were 
mounted. Each editor was given a 
sheet on which he could check off 
the photos and releases he wanted, 
and whether he preferred them on 
the spot, or sent to the office. For 
those editors who preferred to take 
their own pictures, another form 
was furnished to request the loan 
of specific items on consignment. 

Results? In space garnered for 
clients, it’s a little early to say, but 
the attendance was revealing. Of 
all the magazines on the invited list, 
only eleven were unrepresented. 
And those that sent editor repre- 
sentatives sent top people, those 
who would have the real selection 
of items to break into the precious 
few inches of magazine space. 


> This event was aimed at the most 
sophisticated of the sophisticated, 
the fashion and home editors of 
the women’s magazines, but the 
technique works equally well for 
the rustic types. Burson-Marsteller 
Associates Inc., with a number of 
clients who made farm equipment, 
used the same approach to show off 
their new products. 

This conference, as befitted the 
subject, was held on a farm in rural 
Illinois. Some 50 editors of the agri- 
cultural business press, radio and 
television were invited. 

Because of the distance from 
home base of the editors, most of 
whom came from Chicago, the ses- 
sion started with an evening party 
at the Wagon Wheel Lodge, where 
the editors stayed as guests of 
Burson-Marsteller. The main activ- 
ity was on a farm which had been 
set up for the demonstration. 
Bleachers had been erected, a box 
lunch prepared, and the new equip- 
ment displayed before the editors. 

It was an outdoor program dur- 
ing the day (although substitute 
plans had been drawn up in case 
of rain), and went indoors for the 
evening. After dinner, there was a 
panel discussion on various agri- 
cultural problems. The _ editors 
stayed over a second evening, and 
were welcome to stay and relax the 
rest of the next day. 


>» While this technique is not new 

Wade Atkinson, for example, re- 
ports that he had an editorial open 
house nearly three years ago — 
the occurrence of two in a single 
month gives busy editors new hope 
that they may come out of every 
press conference with at least one 
item they can use. qa 





Dr. Pepper Display: 
Designed from an 
ektachrome. Printed | 
in 4 color process. 
Size: 18” x 26” 


BECAUSE IT'S A COLOR PLASTIC DISPLAY 
ON A STORE WINDOW AT EYE LEVEL 


Its value... Tells a complete sales story visible to every passerby. Printed in glorious full color process. 
Becomes part of window NOT an unsightly appendage. So novel . . . so new . . . so valuable looking it receives 


instant dealer acceptance because the clear plastic does not block out daylight or obscure merchandise inside 
the window or store. 


Uses _.. For stores, on windows, doors and inside walls . . . as a mobile or a shelf-talker . . . on merchandise, 


attached to appliances to sell at P.O.P for gasoline pumps and outdoor truck signs (our plastic is 
absolutely weatherproof). 


Exclusive features of Transplastix ... Other types of plastic signs are unsightly because they wrinkle. This 


clear plastic is guaranteed not to warp or curl. In full color or monotone. Any pictorial copy illustrated 
perfectly. Sizes up to 40 x 54. Quantities 200 to a million. 


Economy . .. Instead of planning an old fashioned display with expensive mounting and shipping cartons, 
you can buy a Transplastix for less money, rolled in a tube and delivered with lower mailing cost. 


Write for information: 


ULLMAN GRAVURE, INC. D . 
319 McKIBBIN ST., BROOKLYN 6, N. Y. - HY 7-3700 rans lastix 


A division of The Uliman Company, Inc... Established 1888 


Foremost printers in Photogelatin and Gravure processes ... specialists in color displays on paper and plastic 
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first new binder 
development 
in 25 years 


EMBEDMENT 


Loose Leaf Binder 
by SLOVES 


Permanently Seals Anything 
Reproduced on Paper in 


ELECTRONICALLY FUSED VINYL 
PLASTIC LOOSE LEAF BINDERS 


DURABLE — Vinyl! Embedment 
binders have extaordinary 
Flex-Life and superior Scuff- 
Resistance. 

ECONOMICAL — You can use 
overruns of anything repro- 
duced on paper. 

PERMANENT — 100% transpar- 
ency through glass-clear 
flexible Vinyl, with no color 
distortion. 

COLORFUL — Use any printed 
literature, photos or printed 
sheets for greater sales 
impact. 

VERSATILE — Tie-in ad cam- 
paigns, new facilities, prod- 
uct announcements or any 
vital development. 


Facilities available for Designing, 
Printing, and Silk Screening. 


Write for Details — Dept. AR-10 
MECHANICAL 


Ss LOV E BINDING CO. 


601 West 26 Street - New York,N. Y. 
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In Defence of Artists 


e “Artists may be impractical peo- 
ple but —” (Handling Advertising 
Effectively, AR, June). It was 
mighty gracious of you to concede 
the fact that the artist is a “key 
part of the production picture.” Yet 


_as far as being impractical, I don’t 


believe artists are any more so than 
others in the realm of advertising. 
Sure, artists have some idiosyn- 
crasies, but don’t we all? Now then 
—is the artist really a “key” or just 
a necessary evil? 
Mites O. FRENCH 
Art Director, McLain & Associ- 
ates, Kalamazoo, Mich. 
(Thanks, Mr. French, but we won’t 
answer that question. Please note it 
wasn’t we who used the phrase 
“necessary evil.” ... Ed.) 


Covers as Samples 


© I want to tell you how much we 
appreciate the good things in ADVER- 
TISING REQUIREMENTS. 

We look forward to each issue 
with anticipation and pleasure. 
Twice now we have made good use 
of the color you selected for the 
front cover. 

Last fall we liked the green on 
your September issue cover so 
much that we sent a swatch of it 
to the printers to duplicate for our 
catalog cover. 

When your August issue arrived, 
we were struck by the originality 
in your use of copper ink for the 
cover. Please send us details so that 
we may order the same ink. 

FRANK W. MILEs 
Prom. Mgr., Whitlock & Co. Inc., 
River Forest, Il. 
(Glad you like our color choices. 
The copper on our August issue was 
Silversheen SUveneer, Copper No. 
15, from Sigmund Ullman Co... Ed.) 


Story with a Moral 


@ Several months ago, an article 
comparing the various methods of 
photocopying appeared in your 
magazine. 

I removed it from my copy of the 
magazine at the time and sent it to 
one of my clients. The client mis- 
placed it, however, and now is in 
urgent need of it because he is 


ready to buy a photocopying ma- 
chine. 

Would it be possible for you to 
send me a reprint of the article, 
or the whole magazine if necessary, 
at once? I shall be happy to pay any 
charge that is involved. I am sorry 
that I cannot give you the month 
in which the article appeared. 

The moral to this story is clear: 
copies of your very fine magazine 
should be retained intact for future 
reference. After this, I shall certain- 
ly do it. May I say, too, that of all 
the advertising and public relations 
magazines I receive, AR is of more 
help to me in my busines than any 
other. 

Eppre Bass 

P. R. Counsel, Springfield, Mo. 
(A copy of our issue for September, 
1956, with the article “An Adman’s 
Guide to Copying Machines” has 
gone out to Mr. Bass .. . Ed.) 


Made Own Antique Art 


e I found your article “A Guide to 
Antique Art” in your July issue 
very interesting. 

In our brochure, “Immortal 
Words”, which was designed to 
promote our advertising program, 
we used our own “antique” art, 
drawn for that occasion. (See cut). 

EUGENE FEEN 

Copy Director, Seagram-Dis- 

tillers Co., New York 


“Fishing for more customers? 
This Seagram's VO ad is sure bait...” 
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print paves 


the path to the future 


Every step of the w ay. the printed word is their cuidepost. 
Books, newspapers, magazines... texts, music. art... 
Print helps mold their minds and characters 

.. enriches their lives... paves the w ay toa brighter, 


more productive future. 


INTERNATIONAL PAPER 





Vvery step of the way. the printed word w thew gundepost 


Books, newspapers, magesines tents, mann, art 


prent paves Print hele matd thew mands and characters 


NEW the path to the tasers eevee 


SPARKLING ee ee 
BLUE-WHITE 


TICONDEROGA OFFSET 


A proven, brighter-white offset paper that gives 


Other fine quality Mill Brand 


printing papers by International 


This insert is printed by offset lithography 


on Ticonderoga Offset, Basis 8O. 


snap to multicolor and monotone offset printing. 
TICONDEROGA OFFSET gives faithful reproduction 
with a plus value—at low cost. Twelve standard 

sizes including 814” x 11” for small offset-duplicating 
presses available from stock. Contact your 


paper merchant for samples of standard and 


seven fancy finishes. 


ADIRONDACK BOND 


ADIRONDACK LEDGER 
BEESWING MANIFOLD 


INTERNATIONAL DUPLICATOR 
INTERNATIONAL MIMEO SCRIPT 
INTERNATIONAL TI-OPAKE 
INTERNATIONAL OFFSET 
SPRINGHILL INDEX 

SPRINGHILL COLORED INDEX 
SPRINGHILL POST CARD 
SPRINGHILL WHITE TAG 
SPRINGHILL MANILA TAG 
SPRINGHILL VELLUM-BRISTOL 


Buternational Pp, DEP covrve 


FINE PAPER AND BLEACHED BOARD DIVISION 


TICONDEROGA BOOK 
TICONDEROGA TEXT 
TICONDEROGA TEXT, Coverweight 
LOUISIANA COLORED TAG 

OTIS BRISTOL 


HUDSON GLOSS 
HUDSON BOOK 


HUDSON Cover, C1S 
HUDSON LABEL, C1S 
HUDSON LITHO, CIS 
EMPIRE BOOK 
WINN BOOK 
CONVERTING PAPERS 


220 East 42nd Street, New York 17, N.Y 





The following letters have been se- 
lected from AR’s mail. In most 
cases, we have been able to supply 
the desired information from our 
growing files. However, so many 
new companies are entering the 
field — almost every day, it seems 
— that we must depend upon our 
readers to help us keep up to date. 
AR will add any such information 
to its files and will promptly for- 
ward it in response to these re- 
quests ... Ed. 


Got a Contest? | 


® We're preparing a book on the 

subject of contests — i.e. sales With always-current, 
stimulating types for : Colorific-indexed 
dealers, wholesalers, etc. — : : 
would appreciate hearing from | catalogs in Heinn 


readers of your magazine who have | Loose-Leaf Binders, 
conducted contests of this type, and | 3 salesmen and dealers 
results achieved. This material will 


find three-second 
be incorporated in the book, with | ; 
answers instead of 
proper credit given. 


D. D. tee | fumbling for 
Seltz Advertising Service, New ‘ information. They 
York 


ry free their minds 
(Readers who would like to help can — Pi for creative selling 
reach Mr. Seitz at 121 E. 31st St. 1 
Ed.) — new sales 
arguments, market- 
ing suggestions, 
new tie-ins with other products. Your 


e As with so many of your AR sales go up and selling costs drop in relation to volume. 


readers, I, too, have a problem that Nearly 90% of sales executives contacted in a recent survey 
perhaps you can help me with. 


he these ace tink Of a pene said that Heinn Loose-Leaf Binders had helped their salesmen 
or booklet published by any of the and dealers. Such help invariably 

graphic arts companies showing the opens the way to creative selling 

various methods of reproducing pen . sO you can close more sales! 

and ink line drawings, with wash 
accents and color additions? 

To put it another way, I would 
like to know the different ways that 
line drawings can be reproduced 
= a py cranny <7 nt the Se ne Heinn Loose-Leaf Binders make your 

erent processes, and related in- 
formation concerning Benday tints, 
screens, etc. 


Printing Costs 


salesmen more productive, keep your product messages 
before dealers between sales calls, reduce order 
reelae ty loal- (tale lil le tt al eee 
Paut L. McCay sands of sales executives know these 
The C. B. Dolge Co., Westport, facts because they're Heinn cus- 
Conn. tomers. You can learn the 
sales-making Heinn 
plan by mailing 


this coupon: 


Steaming Coffee Pot 


@ We have a client who is inter- oc 

ested in a rather large and special- . one ita Meek & 

ized roadside display sign. ora The “emai 1 hivwevnee 
This involves a _ two-story-high 
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How to get your 
Sales Message Played Back 


on the retail floor 


The big problem today is . . . did the 
message get through . . . does the 
salesman understand my product. . . 
will he remember to sell all the ad- 
vantages and appeals we've built into 
it... will the customer be told of them? 


Here's one answer . . . the SALES 
CHARGER . . . the sales presentation 
that’s carried in the breast pocket 
(4 x 814”) like a wallet, has 4 display 
pages with 12 message billboards. 
Plus space for business cards, memo 
pad, ‘sold order’ copies, etc. Every 
salesman that’s seen the SALES 
CHARGER wants one. For complete 
information on prices (reasonable) 
and delivery (quick) write or call 
DMA, 155 E. Ohio, Chicago 11, 
SUperior 7-9418. 


giving a message velocity 
and direction 


Now you can get Fine quality 


Printing in 5 Colors 


We REx-0-geant 


Spirit Duplicators 
A 


€ ~ > 
i With the amazing new 
REX-O-GRAPH . Duplicator you 
can turn out fine quality print- 
ing—fast! No messy stencils . . . 
takes any size from post card 
to 14x 17”. . . prints in up to 
five colors at one time for less 
than Ysc per copy. 
Only Rex-o-graph du- 
plicators are engi- 
neered with a multi- 
roller printing press 
system, fluid distrib- 
utor for quality re- 
production 


send for new FREE book! 


GBC Rex-O-Graph, Dept. AR-107 

1101 Skokie Hwy, Northbrook, III. 
Send me, with no obligation, your new free 
book on how Rex-0-Graph duplicating can 
be helpful to my organization 


ORGANIZATION. . 
ADDRESS.... 
CITY 
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coffee pot with the client’s trade- 
mark prominently displayed. Are 
you familiar with any chemical 
process or mixture that might be 
used to give the appearance of 
steam coming out of the spout? It 
would, of course, be necessary that 
it be serviced as infrequently as 
possible. 

To do such a thing with actual 
steam would make the cost almost 
prohibitive. Consequently, we are 
writing to inquire if you know of 
any company that might be able to 
help us out on this. 

JOHN FORNEY 
Robert Luckie & Co. Inc., Birming- 
ham, Ala. 


Monthly Novelty 


@ We are considering the possibil- 
ity of monthly mailings of novelty- 
type sales promotion items to a 
group of customers of a client. Do 
you have in your files any organ- 
izations which can _ provide this 
service? 

Cart N. Poo.e 

The Brady Co., Appleton, Wis. 


Small Paper Bags 


© Could you help us locate the 
name of a manufacturer of minia- 
ture paper bags for one of our cli- 
ents? He wants a bag approximately 
214 to 234” in length by 1% to 2” in 
width. It is to be of Kraft, printed 
in black, red and yellow. The man- 
ufacturer must be prepared to fill 
these bags with product material, 
comparable to cement, furnished by 
our client. 
Wititram A. Marks 
Rittenhouse & Co. Inc., Houston 


Gimmick Puzzles 


© We are going to run a promotion 
series for a typesetter specializing 
in highly technical, often puzzling 
kind of typographical composition. 
We have decided on a gimmick 
type — i.e. bag or box with message 
and a puzzle. 

So —— who’s a source for puzzles, 
hard-to-solve, come-apart gadgets, 
etc.? I am thinking of reasonably 
high level stuff, up to $1 each, not 
the ordinary bent nail type. 

SPENCER K. MESCHTER 

The Buckley Organization, Phil- 

adelphia 


Doghouse Awards 


© Recently I was asked by our vice 
president in charge of sales _ to 
dream up some kind of “doghouse” 
award for our sales supervisors. He 


had read somewhere about a sales 
promotion campaign in which the 
low man had been required to tend 
a live pig at home for a month. 
We are interested in some similar 
obnoxious tasks or awards to stim- 
ulate our field sales supervisors. 
Any literature you or your readers 
may be able to provide would be 
greatly appreciated. 
NAME WITHHELD 
Sales Prom. Mer. 


Political P.R. 


e As advertising counsellors, we 
are looking for information about 
the best media to be used in a 
political — not commercial — 
propaganda — not only advertising 
— campaign. 

We wonder if your interesting 
magazine, to which we have sub- 
scribed for many years, has in the 
past included material about this 
special subject. If not, can you tell 
us where we might obtain such in- 
formation? 

J. De GAvrE 

Adv. & Planning Research, Office 

Technique de Publicite, Brussels 


Loaded with Ideas 


e First, let me say that I look for- 
ward to receiving every issue and 
although I am mainly interested in 
the section on exhibits and trade 
shows, I read every page and find 
your magazine loaded with ideas. 
I would like your permission to 
mimeo and send to our members 
your August article on “Should 
Agencies Buy Exhibits” as well as 
part of your editorial. 
FRANK H. KINGMAN 
Secy-Treas., Intl. Assn. of Fairs 
& Expositions, Winston-Salem, 
N.C. 
(Permission gladly granted . . . Ed.) 


PERFUMES 


1 don’t know the name .. . but it 
comes in the sexiest bottle I’ve ever 
seen! 

















Put more 
Selling Horsepower’ 
in your PoP displays with 


HLEEN-STIK’ 


MOISTURELESS, SELF-STICKING ADHESIVE 


If your present P.O.P. lacks the power to pull your sales load, 
hitch up to KLEEN-STIK! These lively, long-lasting, 
self-sticking displays dominate at the point of sale. Help your 
displays move more of your product by harnessing the selling 
power of KLEEN-STIK—“work-horse”’ of effective P.O.P.! 


DRAMATIC .. 


LARGE OR SMALL... 


POWERFUL... 


SPEEDY... 





WE DO NO PRINTING— 
so contact your regular printer, Ae had dl 
lithographer, or silk screen 
printer—he’ll be glad to show 
you how America’s leading 
advertisers are using KLEEN- 
STIK in its many forms! 














| 1 = | _— 
| | | § | Balt] Crocker 
DL ie | | se ore | CEREAL TRAY 
Py | See. | | f = | g 
| oe sy | I | 
| =e I | Pe l ¢ 
ae “2 | Smars 
SOLID KLEEN-STIK | | I 3-DIMENSIONAL =e | PRODUCT & 
ADHESIVE | STRIPS & SPOTS | FACE-STIK 1 DISPLAYS { PACKAGE LABELS 
| | | | 
os 
BLE EN STi es Products, Inc. P Write today to join our ‘‘Idea-of-the-Month’’ Club 
7300 WEST WILSON AVENUE ° CHICAGO 31, ILLINOIS () RSEsccR Rie Lal eel ee me lL) 






Pioneers in Pressure-Sensitives for Advertising and Labeling >» 


HUNTERS 
FISHERMEN 
FOOTBALL FANS 


OF THESE — 
PEOPLE @ unemen 
ON sania _— 
YOUR POLICEMEN 
CHRISTMAS 


ANY 


SAILORS 
NEWSBOYS 
GOLFERS 

SKATERS 

SKIERS 
SERVICEMEN 
SCHOOL CHILDREN 


ac LBS 
CIGARETTES, 
uve 


WVarrmer 


gives comforting heat without flame ! 


A Jon-e is the warmest gift you can give... 
a “‘personal radiator’ for your customers and 
employees to carry outdoors in cold weather. 
The NEW JON-E now has a self-starting 
wick for fast igniting. To use as a lighter, just 
insert a cigarette and puff. It’s beautifully 
chrome-plated and comes in a soft flannel 
carrying bag. Fill with Jon-e ae 
Fluid (8 oz. can, 45c) or re- 

commended substitutes 

available everywhere. Made 

to last a lifetime. Fully 

guaranteed. 


Standard Size heats 24 hours 
on 1 oz. fluid 
Giant Size heats 48 hours on 


1 filling —= 


Colorful Gift Wrap available with “to and 
from”’ spaces for names at no extra charge. 


ALADDIN LABORATORIES, INC. 
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O/ 
I SOLVED IT 


Have you solved a work-a-day problem simply and effective- 
ly? Tell us how, in not more than 200 words, with pictures or 
drawings where possible. ADVERTISING REQUIREMENTS will pay 
$10 each for items published here. Send materials to Editor, 
ADVERTISING REQUIREMENTS, 200 E. Illinois St., Chicago 11. 
No material will be returned unless specifically requested, 
and accompanied by return postage. 


Uses One Art Package 
For Six Ad Purposes 


How much work can you get from 
one art “package?” We feel we 
achieved the utmost when — in in- 
troducing a new prefabricated steel 
building for our client, Stran-Steel 
— we made $16,000 worth of four- 
color artwork do the work of an 
estimated $28,000. 

Working in close conjunction with 
Arthur F. Dries, Stran-Steel’s Ad 
Megr., we took our original package 
of art and stretched it to become 
the following: 

1. A 20-page, four-color sales cata- 
log. 

2. Two, one-page color ads, plus 
black-and-white duplicates and re- 
sizes for consumer, news, and trade 
publications. 

3. Three four-color self-mailers. 
4. A cover for a technical reference 
brochure. 

5. A purchase-plan leaflet. 

6. Two newspaper ad mats. 

With this multiple use of artwork, 
we found we had not only saved 
the client some $12,800, but we had 
also increased the relatedness of the 
program elements and saved time 
in creative and production opera- 
tions. 

JoHn B. CLarK 

Account Executive, Campbell - 

Ewald Co., Detroit 


Solves Display Problem 
By Dime Store Purchase 


Faced with the task of tempo- 
rarily unobtrusively mounting illus- 
tration panels on a pegboard dis- 
play unit, we used the adhesive 
cloth picture-hangers found in most 
dime stores. 

Instead of pasting the hangers on 
the display unit, we reversed the 
procedure and glued them on the 
back of our illustration panels up- 
side down. 

The illustration panels were then 
easy to mount on the display unit 


by simply inserting the hooks in 
the pegboard holes. Since these 
holes run on one-inch centers the 
placement of the hooks was no 
problem. 

We found our system good for 
fast, temporary panel mounting, and 
best of all, practically invisible. 

DaNiIEL J. SCHERER 

Exhibit Manager, Atomic Indus- 

trial Forum, New York 


Saves Time and Costs 
With Simple Solution 


We needed eight telephone booth 
posters for our promotion of color 
telephones in offices. Since color 
telephones are available in eight 
colors, we quite naturally wanted 
to feature a different color phone 
at each of the eight booth locations. 

However, time and cost were also 
important to us in this promotion. 
Because of this, we ruled out hand- 
lettering and paste-ups of catalog 
reproductions in favor of this so- 
lution: 

Type was selected and set for 
eight repro proofs to be pulled on 
a textured poster stock cut to size. 
Color photographs were mounted on 
a three-ply bristol board, then 
trimmed to outline. 

The color photographs give truer 
color tones than could easily be 
matched by an artist. These photos 
were then mounted on the repro 
proofs to provide a striking 3-D ef- 
fect. 

Result? A fast job, top quality, 
and at a minimum price. 

H. Ratpo Muets 

Southwestern Bell Telephone Co., 

St. Louis 


Charts Publicity Efforts 
With News Release Log 


With three departments and sev- 
eral product classifications involved 
in our merchandising plans, we 
found the proper and fair distribu- 









or the impact 
bf fine reproduction... 


romekote 


BRAN D 


CAST COATED PAPERS 







THE CHAMPION PAPER AND FIBRE 
COMPANY, HAMILTON, OHIO 


Number This ty-four in a series of textural 
studies de stgned to show the quality of re 
production possible with fine materia 
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THESE LEADING PAPER MERCHANTS SELL 
THE FAMOUS CHAMPION 


ALABAMA 
Birmingham The Whitaker Paper Co. 
Mobile The Partin Paper Co. 
Montgomery W. H. Atkinson Fine Papers 
ARIZONA 
Phoenix Butler Paper Co. 
ARKANSAS 
Little Rock Roach Paper Co. 
CALIFORNIA 


Carpenter Paper Co. 
Carpenter Paper Co. 


COLORADO 
Denver Carpenter Paper Co.* 
Graham Paper Co. 


CONNECTICUT 
John Carter & Co., Inc. 
John Carter & Co., Inc. 


DELAWARE 
Whiting-Patterson Co., Inc. 


DISTRICT OF COLUMBIA 


Los Angeles 
San Francisco 


Hartford 
New Hoven 


Wilmington 


Washington The Whitaker Paper Co. 
FLORIDA 

Jacksonville The Jacksonville Paper Co. 

Miami The Everglade Paper Co. 


Orlando The Central Paper Co. 

Tallahassee The Capital Paper Co. 

Tampa The Tampa Paper Co. 
GEORGIA 

Atlanta The Whitaker Paper Co. 

Macon The Macon Paper Co. 

Savannah The Atlantic Paper Co. 

IDAHO 

Pocatello Carpenter Paper Co. 

ILLINOIS 


Chicago Bradner Smith & Co. 
Dwight Brothers Paper Co. 
Parker, Schmidt & Tucker Paper Co. 
Charles W. Williams & Co.* 


Decatur Decatur Paper House, Inc. 
Peoria Peoria Paper House, Inc. 
Quincy Irwin Paper Co. 
Rock Island C. J. Duffey Paper Co. 
INDIANA 
Fort Wayne The Millcraft Paper Co. 
Indianapolis Indiana Paper Co., Inc. 
IOWA 
Des Moines Carpenter Paper Co. 
Pratt Paper Co. 
Sioux City Carpenter Paper Co. 
KANSAS 
Topeka Carpenter Paper Co. 
Wichita Southwest Paper Co. 
KENTUCKY 
Louisville The Rowland Paper Co., Inc. 
LOUISIANA 
New Orleans The D & W Paper Co., Inc. 
MAINE 
Augusta John Carter & Co., Inc. 
MARYLAND 
Baltimore Garrett-Buchanan Co. 
The Whitaker Paper Co. 
MASSACHUSETTS 
Boston John Carter & Co., Inc. 
The K. E. Tozier Co.* 
Springfield John Carter & Co., Inc. 
Worcester John Carter & Co., Inc. 


MICHIGAN 
Detroit The Whitaker Paper Co. 
Grand Rapids Central Michigan Paper Co. 


Minneapolis 


St. Paul 


Jackson 
Meridian 


Kansas City 
St. Louis 


Billings 
Great Falls 
Missoula 


Grand Island 


Lincoln 
Omaha 


Concord 


Newark 
Trenton 


Albuquerque 


Albany 


Binghamton 


Buffalo 
Jamestown 


New York City 


For Export 


Rochester 


Asheville 
Charlotte 
Raleigh 


Akron 
Cincinnati 


Cleveland 
Columbus 
Dayton 
Mansfield 
Toledo 


MINNESOTA 
C. J. Duffey Paper Co. 
inter-City Paper Co. 
C. J. Duffey Paper Co. 
Inter-City Paper Co. 


MISSISSIPPI 


Jackson Paper Co. 
Newell Paper Co. 


MISSOURI 
Carpenter Paper Co. 
Acme Paper Co. 
Shaughnessy-Kniep-Hawe 
Paper Co. 


MONTANA 
Carpenter Paper Co. 
Carpenter Paper Co. 
Carpenter Paper Co. 


NEBRASKA 


Carpenter Paper Co. 
Carpenter Paper Co. 
Carpenter Paper Co. 


NEW HAMPSHIRE 
John Carter & Co., Inc. 


NEW JERSEY 


Central Paper Co. 
Central Paper Co. 


NEW MEXICO 
Carpenter Paper Co. 


NEW YORK 


Hudson Valley Paper Co. 
Stephens & Co., Inc. 
Hubbs & Howe Co. 
The Millcraft Paper Co. 
Forest Paper Co., Inc. 
Holyoke Coated & Printed 
Paper Co.* 
Milton Paper Co., Inc. 
Pohiman Paper Co., Inc. 
Reinhold-Gould, Inc. 
Royal Paper Corporation 
The Whitaker Paper Co. 
Charles W. Williams & Co.* 
(Bulkley, Dunton, S. A. 
Champion Paper Corp., S.A. 
Champion Paper Export Corp. 
Genesee Valley Paper Co. 


NORTH CAROLINA 
Henley Paper Co. 
The Charlotte Paper Co. 
Epes-Fitzgerald Paper Co. 


OHIO 


The Millcraft Paper Co. 

The Cincinnati Cordage & 

Paper Co. 
The Queen City Paper Co.* 
The Whitaker Paper Co. 

The Millcraft Paper Co. 
Sterling Paper Co. 
The Cincinnati Cordage & Paper Co. 
Sterling Paper Co. 
The Millcraft Paper Co. 


FOR FULL INFORMATION ON HOW THIS ADVERTISEMENT WAS PRODUCED, 
WRITE OUR ADVERTISING DEPARTMENT, HAMILTON, OHIO 


BRANDS 


OKLAHOMA 


Oklahoma City Carpenter Paper Co. 
Tulsa Beene Paper Co. 
Tayloe Paper Company 
OREGON 
Portland Carter, Rice & Co. of Oregon 
PENNSYLVANIA 
Allentown Kemmerer Paper Co. 


(Division of Garrett-Buchanan Co.) 


Lancaster Gorrett-Buchanan Co. 

Philadelphia Garrett-Buchanan Co. 
Mathias Paper Corp.* 
Paper Merchants, Inc. 
Whiting-Patterson Co., Inc. 

Pittsburgh The Whitaker Paper Co. 

Recding Garrett-Buchanan Co. 

RHODE ISLAND 
Providence John Carter & Co., Inc. 
SOUTH CAROLINA 
Columbia Epes-Fitzgerald Paper Co. 


SOUTH DAKOTA 


Sioux Falls Sioux Falls Paper Company 


TENNESSEE 


Chattanooga Bond-Sanders Paper Co. 


Knoxville The Cincinnati Cordage & 
Paper Co. 

Memphis Tayloe Paper Company 
Nashville Bond-Sanders Paper Co. 
TEXAS 
Amarillo Kerr Paper Co. 
Austin Carpenter Paper Co. 
Dallas Carpenter Paper Co. 
El Paso Carpenter Paper Co. 
Ft. Worth Carpenter Paper Co. 
Harlingen Carpenter Paper Co. 
Houston Carpenter Paper Co. 
Lubbock Carpenter Paper Co. 


Carpenter Paper Co. 


San Antonio 


UTAH 


Ogden Carpenter Paper Co. 
Salt Lake City Carpenter Paper Co. 


VIRGINIA 
Norfolk Epes-Fitzgerald Paper Co. 


Richmond Epes-Fitzgerald Paper Co. 
WASHINGTON 

Seattle Carter, Rice & Co. 

Spokane Spokane Paper & Stationery Co. 

Yakima Carter, Rice & Co. of Yakima 
WEST VIRGINIA 

Huntington The Cincinnati Cordage & 


Paper Co. 


WISCONSIN 
Dwight Brothers Paper Co. 


Milwaukee 


CANADA 


Toronto Blake Paper Limited 
*BOX WRAP GRADES ONLY 


THE CHAMPION PAPER AND FIBRE COMPANY 
General Office: Hamilton, Ohio 


Mills at Hamilton, Ohio . 


. . Canton, N. C.... Pasadena, Texas 





tion of publicity effort a problem. 

To give us a visual tab on the 
activity devoted to major products, 
we prepared a “News Release Log.” 

Trying to keep it as simple as 
possible, we show the products by 
department in the left margin, and 
the weeks of the year in columns 
across the chart from the left to 
right. Color codes are used to show 
publicity results such as news 
stories, feature articles, personnel 
notices, institutional stories, etc. 
Colored notations also show the 
week’s activity in releases distrib- 
uted to publications. 

The use of the visual log has 
helped us to determine where 
increased emphasis is_ required, 
whether the proper type of coverage 
is being given to a particular prod- 
uct and last — but certainly not 
least — it has helped satisfy depart- 
ment managers that they are getting 
their “share” of publicity activity. 

J. R. Houiertre 

Goodyear Tire & Rubber Co., 

Chemical Div., Promotional Sales, 


Akron, O. 


Reduces Bulky Ad File 
To Three-Ring Binder 


Weary of the constant problems 
our permanent ad file presented 
with its cumbersome size, pasting 
jobs, and frayed appearance, we 
looked for another way out. 

Our solution appeared in the re- 
duction and printing of our ads on 
814x11” on heavy book paper which 
we then put into a standard three- 
ring binder. 

The operation is simple since the 
reduction and printing can be done 
by any engraver or photo-offset 
company that has a Xerox camera 
and offset printing equipment. 

Results have not only made the 
permanent ad file easy to bear but 
enables us to record the sales that 
resulted from advertised items on a 
ruled page directly opposite the 
page that contains the ad. 

Rosert R. CARLSON 

Ad. Mgr., Panorama Market Co., 

Reseda, Cal. 


Next Month in 


MEN ON THE GO... 
AR Editors to Bring First Hand 


Reports on Important Meetings 


During the coming month, AR’s editors will be busy covering sev- 
eral important conventions and meetings . . . providing on-the- 
spot coverage of important developments of interest to AR read- 
ers. In the November AR, there will be first hand reports on 
significant sessions at a variety of different events including: 


® Direct Mail Advertising Assn. convention — Washington 

® Mail Advertising Service Assn. convention — Washington 

* Premium Advertising Assn. of America fall meeting — New 
York 
National Assn. of Photo-Lithographers convention — St. Louis 
Annual Newspaper R. 0. P. Color Conference — Chicago 


Packages That Sell 
. AR interviews chain store buyers to find out 


which are today’s best in selling packages 


Questions & Answers on Animation 
- an expert answers the most common questions 


asked about animation used for tv commercials. 


12 Ways to Save Money on Displays 
OTHER . a round dozen practical su 
SPECIAL loll 


FEATURES 


3gestions for making 
your p.o.p. dollars go further. 


The One-Man Ad Department 
. .. here’s a six-point checklist to help the 


1d department operate efficiently 


That Isn‘t Fair 
. a legal expert uses 
some hazards in 


explain 


advertising. 


Standard's Big Change 


. here’s the behind-the-scenes story on the intr 


seeane 
peeeeeeeeeeeesseeessesessassessessesessesessesssesess 


ion of a new gasoline almost overnight. 





Selected AR Reprints 


The following have been selected from the full list of feature articles 
now available in reprint form. The complete list appeared in the June is- 
sue. Except where otherwise specified, each reprint costs 25c. Please order 
by number, enclosing payment for all orders of $2 or less. Quantity prices 


are available on request. Send orders to Reprint Editor, AR, 200 East 
Ilinois $t., Chicago 11, fil. 


New This Month 


230 What Supermarkets Want in Point-of-Purchase — by Dick Billies 


What you have to do to keep your p.o.p. materials off the back room floor 
229 New Uses for Printing Today — by Joe R. Schoeninger 
The printed word is reaching out into new fields of communication 


Dealer Programs 


174 How Carter Merchandises its Maps — by Vin A. Corwin 
How an oi! company gets dealers to put its maps to work 
. Sheeffer’s Key for Efficiency in Handling Ad Mat Orders — by D. A. 


Pen manufacturer's effective method for handling ad mat orders from dealers 
How to Make One Promotional Dollar Do the Work of Ten — by R. V. Boom 
Operators of ice cream franchises get results through cooperative advertising effort 
140 Pabco Selis Color with a Coordinated Campaign 
How a variety of materials worked in selling paint and building materials 
Repetition plus Quality Materials Add Up to an Outstanding Campaign — by Herbert 
Baker 


159 Simplicity . . 
Reed 


142 


129 


A case history of an unusual advertising campaign for Cory air conditioners 
international Harvester Stages Mammoth Dealer Sales Meeting — by Lorry Franklin 
Planning six weeks of sales meetings; a bid for dealer participation 
Everyone Gets In on the Act with Lady Stratford — by Herbert Baker 
A campaign designed to get all store personnel to join in selling dinnerware 
111 RCA Builds Dealer Prestige — by Karl Kirchhofer 


A complete advertising program built around a Dealer Identification Plaque 


125 


117 


Design 


167 Noreen Integrated Design — by Bradley Lane 


The story of one of the nation’s outstanding integrated design programs 
136 The El Producto Story — by P. K. Thomajan 


Art director Paul Rand réveals facts behind this notable cigar campaign 


Packaging 


156 A Package on Every Table — by James Joseph 
Designing food packages that sell in stores, look weil on the dinner table 
139 Show Your Wares To Sell Them! — by Ernest W. Goldberg 
How illustrated shipping containers work in sales promotion 
122 How to Prepare Packages for Rack Merchandising — by Arthur Weiss 
An expert tells how to design packages for a new sales medium 
114 How to Design Packages for Self-Service — by Frank Gianninoto 
A leading designer outlines the damands of modern merchandising on packages 


Point-of -Purchase 


195 Abbott Aims at the Consumer — by Bert Enos 
Retaining its ‘‘ethical’’ approach, Abbott used many ways to sell consumers on its Sucaryl 
160 Professional Installation Assures Success for Admiral Displays — by Bert Enos 
How professional installation services assured success for a display program 
148 Why Agencies Should Be Interested in Point-of-Purchase Displays — by Bert Enos 
Several case histories show why agencies need to recognize displays 
104 Display Package Builds Sales for Zymenol — by Webster Kuswa 
A well-planned promotion turns a prescription drug into a consumer product 


Premiums 


227 Ballast Your Business with Balloons 
Thirteen ways to use balloons as premiums to help build sales 
225 Personalize Your Premiums — by Kenneth F. Curry 
Erwin Wasey’s premium buyer tells how to get greater impact in your program 
222 Ten Years of Progress in Premiums — by Gordon C. Bowen 
An expert looks at the post-war premium boom and its meaning to admen today 
206 Premiums at General Mills 
The inside story of one of the country’s largest users of premiums 
How to Promote a Ten-Cent Gadget — by John C. Swift 
The promotion behind White Cap Co.’s premium item, the lid flipper 
Do's & Don'ts for Premium Buyers — by Gordon C. Bowen 
A helpful checklist for planning premium promotions 
Follow Through — Key to Premium Success — by Arthur E. Irwin 
A complete program of follow-through Is the key ingredient in premium promotions 
Give the Dealer What He Wants — by LeRoy King 
A former supermarket operator gives examples of premiums retailers like 
The Great Premium Boom — by Gordon C. Bowen 
A guide to premium types and their use as a promotion medium 
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JANUARY, 1958 


Jan. 1 
New Year’s Day 


Jan. 1-March 1 


Butter Coffee Cakes Month . . . spon- 
sored by American Dairy Assn., 20 N. 
Wacker Drive, Chicago 6. 


Jan. 2-31 


March of Dimes sponsored by the 
Natl. Foundation for Infantile Paralysis, 
120 Broadway, New York 5. 


Jan. 10-25 
Take Tea & See Week . . . sponsored 
by the Tea Council of the U.S.A. 500 
Fifth Ave., New York 36. 


Jan. 12-18 
Printing Week . . . Intl. Chairman: 
Robert M. Edgar, 244 Boulevard of 
Allies, Pittsburgh 22. 


Jan. 16-25 


Idaho Potato and Onion Week . 
sponsored by the Idaho Advertising 
Commission, Box 1068, Boise, Idaho. 


Jan. 17-27 


Large Economy Size Week . . . spon- 
sored by Chain Store Age, 2 Park Ave., 
New York 16. 


Jan. 19-25 


Jaycee Week . . . sponsored by Junior 
Chamber of Commerce, 21st and Main 


Sts., Tulsa, Okla. 


Jan. 26-Feb. 2 


National Fur Care Week . . . sponsored 
by Harry J. Treu Inc., 147 West 35th 
St., New York 1. 










“Calcofluor’ really put ‘Glow-White’ 
into our new travel booklet !” 


SAYS MR. H. J. LAIRD, MANAGER-—SALES PROMOTION, PAN AMERICAN WORLD AIRWAYS SYSTEM 


MD 














“Am I glad we selected a sparkling white CALCOFLUOR-treated paper for this booklet! Its 
superior whiteness makes type more legible and inviting to read . . . cartoons are crisper 
and sharper, too. The booklet’s effectiveness as a sales tool has been greatly increased 


through the use of this paper.” 


Now! A sure-fire way to give any message an extra se ‘lling punch! 


Just specify papers that contain the “GLow W HITE brilliance of CALco- 


FLUOR fluorescent dye. These papers sharpen details in your halftones AMERICAN CYANAMID COMPANY 
.improve le -gibility of print... provide maximum contrast between DYES DEPARTMENT 

blacks and whites. Bound Brook, New Jersey 
Papermakers o os PEMMOTS.... package designers... advertising men New York + Chicago - Boston « Philadelphia 

are enthusiastic about CALCOFLUOR-treated papers for such jobs as Charlotte - Providence - Atlanta - Los Angeles 


Catalogs * Annual Reports °¢* Sales Literature * Manuals Pertlond, Gregen 


Business Cards * Folders and Greeting Cards * Programs * Books North American Cyanamid Limited + Dyes Department 
Pamphlets * Labels * Packages * Letterheads * Business Forms Montreal and Toronto 







Spe c ify CALCOFLUOR-treated papers when you want a crisp, clean job 
that has selling power and a qui ality look. Ask your paper jobber for 
samples, or write to ¢ ‘yanamid for further information. 


CALCOT &8fe) 


*Trademark 





CHECK LIST of 
Advertising Ideas 


[] How to choose the best and least 

expensive printing process is just one 
help this book gives. A 4-in-1 guide 
to the printing and promotion arts—encyclo- 
pedia of techniques, buying guide, postal guide, 
and type specimen book. Hundreds of descrip- 
tions and working facts, on materials, processes, 
etc., arranged in quick-reference alphabetical 
form. Printing and Promotion Handbook. By 
D. Melcher, R. R. Bowker Co., and N. Larrick, 
Random House. 2nd Ed., 438 pp., illus., $7.00 


[] How to put new life and pulling 
power into advertising copy. 
Hal Stebbins, president of his own ad 
agency and Contributing Editor, Printers’ Ink, 
tells you how to work with words, gives you 
the core of his advertising and marketing phi- 
losophy—stimulates your idea-and-word power 
with 1,060 “‘capsules’’ of advice. Includes tips, 
from his 35 years’ successful experience, on the 
basics of advertising, art of the headline, sloga- 
neering, outdoor advertising, and much more. 
Hal Stebbins’ Copy Capsules. 248 pp., $4.95 


(1) How to plan and project good point- 
of-purchase advertising is fully ex- 


plained and illustrated in this book. 
Answers your questions on what to do, how 
much to appropriate, who should do what, and 
when, how to create sales-building material, 
how to buy, distribute, and merchandise it, 
etc. Based on what successful companies are 
doing today. Advertising at the Point of Pur- 
chase. Edited and Compiled by Association of 
National Advertisers, with cooperation of Point- 
of-Purchase Advertising Institute. 240 pp., 45 
illus., $6.95 


[] How to improve advertising results 
with motives that make people buy. 


This book, based on newest sociological 
and psychological research, shows you how the 
average consumer behaves, what gets his atten 
tion, what convinces him, what really makes 
him buy everything from coffee and cigerattes 
to automobiles. Shows why feelings and emo- 
tions overpower mere word logic in advertising. 
Motivation in Advertising. By Pierre Martineau, 
Director, Research and Marketing Depart., 
CHICAGO TRIBUNE. 224 pp. 17 illus., $5.50 


MAIL THIS FREE EXAMINATION COUPON 


McGraw-Hill Book Co., Inc. Dept. AQ-10 
327 W. 41st St., N. Y. C. 36 


end me book(s) checked below for 10 days 
examination on approval. In 10 days I will remit 
for book(s) I keep, plus few cents for delivery 
costs, and return unwanted book(s) postpaid. (We 
pay delivery costs if you remit with this 
same return privilege.) 


coupon 


Melcher & Larrick Printing and promotion 
Handbook, $7.00 


Stebbins—Copy Capsules, $4.95 


1] ANA—Advertising at the Point of Purchase 
$6.95 


[] Martineau— 
(PRINT) 
Name 


Motivation in Advertising, $5.50 


Address 
City 
Company 


Position . 


For price and terms outside U.S 
Write McGraw-Hill Int’l., N. Y. C 


AQ-10 


ae 
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@ The Television Broadcasting In- 
dustry, a report of the Antitrust 
Subcommittee of the House Com- 
mittee on the Judiciary, Govern- 
ment Printing Office, Washington, 
148 pages, 40c . . . This paper-bound 
booklet is a report on extensive 
hearings held in June, July, and 
September, 1956, by the Subcom- 
mittee under the chairmanship of 
Representative Celler (D., N.Y.). 
The testimony, presented by mem- 
bers of the FCC, the Antitrust Di- 
vision, Department of Justice, the 
presidents of the television net- 
works, officials of independent tv 
film production companies, repre- 
sentatives of UHF organizations, 
UHF and VHF station licensees, 
officials of network-affiliated sta- 
tions, network advertisers, and 
others, ran to 3,332 pages. 
Covering the UHF problem, the 
role of the network in relation to 
both producers of programs and 
advertisers, and the ASCAP-BMI 
controversy, the booklet is full of 
opinions, facts and figures. It is es- 
sential to an understanding of some 
of the issues that are currently 
rocking the television industry. 


© Business Letters that Turn In- 
quiries into Sales, by Ferd Nau- 
heim, Prentice-Hall Inc., Englewood 
Cliffs, N. J., 240 pages, $4.95 
Ferd Nauheim is well known in ad- 
vertising circles for his magazine 
articles, his teaching, his consulting, 
and his witty and inspiring lunch- 
eon talks. This book captures the 
spirit of his talks and is as easy to 
read as it is helpful. 

If Mr. Nauheim’s advice can be 
boiled down to one short sentence, 
it is to write letters to people, not 
to companies. Actually, this is do- 
ing the book an injustice. 

In 16 chapters, packed full with 
actual examples from the files of 
America’s best letter-writers, the 
author gives pratical advice on 
writing letters that fit all but the 
most unusual business situations. 

It’s a book that is well enough 
written to be worth reading straight 
through, and inclusive enough to 
find its place on the reference shelf, 
to be dipped into when you are 
stymied at finding a way to answer- 


an especially challenging letter in 
front of you. 


© Introduction to Motivation Re- 
search, by J. George Frederick, 
Business Course, New York, 230 
pages, $4.75 . . . While this is hardly 
a text-book on MR, it should serve 
well as a first reading for advertis- 
ing executives who want to know 
more about this new and contro- 
versial technique. 

One of the more interesting sec- 
tions of the book consists of the 
chapters that explain the various 
kinds of interviewing and testing 
that are employed by motivation 
researchers. It should help to take 
some of the mystery away from the 
jargon that always grows up around 
a new practice. 

Case histories also add to the 
value of this book, as does a section 
on the proper interpretation of the 
results of motivation research. 

From a book-making standpoint, 
one can only regret the use of elec- 
tric typewriter type throughout. The 
grayness of the pages makes it diffi- 
cult to read. 


© Photography, by Eric de Mare, 
Penguin Books, Baltimore, 336 
pages, $1.25 . A clearly written 
primer on photography, this hand- 
book combines an interesting his- 
torical account with a straightfor- 
ward discussion of the craft. The 
author has distilled much of his 
experience as a_ distinguished 
photographer, starting with the 
elementals of the camera and pro- 
gressing to film processing and color 
transparencies. A lengthy section of 
plates, reproduced by gravure, il- 
lustrates the varied approaches 
photographers may take to a single 
subject. An index and bibliography 
are helpfully provided. Of special 
interest is a chapter of aphorisms 
from the writings of well-known 
photographers. 


® Responsibilities of the Film Pro- 
ducer and Sponsor, Assn. of Natl. 
Advertisers, 155 E. 44th St., N.Y. 
17, 35 pages, $5 to non-members .. . 
Buying a motion picture is often a 
most confusing operation, for old 
timers and tyros alike. There are 
so many facets of production, so 
many places where things can go 
wrong, so many places where what 
seems like a simple change can 
boost costs sky-high. 

This booklet should save, in hours 
of discussion alone, many times its 
cost on a single production. Start- 
ing with the planning of a film, 
lists in parallel columns the re- 
sponsibilities of a sponsor and the 
responsibilities of a producer. It 
includes a simple and a complete 
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contract for the guidance of both 
sponsor and producer. s 

The booklet was prepared by the neenah Says ” 
ANA Audio-Visual Committee, with 
Willis H. Pratt Jr., American Tele- 
phone & Telegraph Co., chairman. SOME people 





© International Poster Annual 1957, never see you 4 
edited by Arthur Niggli, Hastings 
House, New York, 146 pages, $10.95. on ly You r 

. This seventh edition of what is 
now a standard in the art and de- 
sign field is a stimulating book for letters... 
anybody who has a hand in outdoor | 
advertising, and for anybody else 
besides. With 500 posters from more 
than 20 countries there are ideas 
galore. Many of the posters are 
shown in their original colors, but 
often the black and white reproduc- 
tions, with their necessarily greater 
emphasis on pure design, are more 
stimulating. 

Three introductory articles add to 
the book. A piece by Richard G. 
Williams, San Francisco, which 
originally ran in AR, is included, as 
well as an interesting report of the 
use of posters in a Swiss political 
campaign. 

















e The Film and the Public, by 
Roger Manvell, Penguin Books, 352 
pages, 85c. . . The motion picture is 
at once the most complicated and 
perhaps the most fascinating of the 
media of communication. Its de- 
pendence, for effectiveness, upon 
the cooperation of many skills and s ; 
many craftsmen is equalled only by They never come into your office, 
that of television. For that reason, never see your face, never clasp your 
advertising men are almost always hand, yet they do business with you 


anxious to improve their under- through your letters. So make your only 
standing of film techniques. , 














; | impression the best impression. 
This pocket-sized book will go | aie 

a long way to give the reader the Use a fine cotton fiber bond by Neenah 

background of movie-making. The for your business letterheads. 


author has written a great deal on 
the film with understanding and 
with an international viewpoint. 








You can help create a 
, : ; letterhead that helps your 

© A Collector’s Guide to American 

Photography, by Louis W. Sipley, 

American Museum of Photography, | 


company succeed. The 


first step is to ask your 





Philadelphia, 40 pages, $1.50 .. . In an esate mn — eel 
this brief, well-illustrated, paper- — ee ore ae yd 
bound volume, the curator of the aE eee ae 












American Museum of Photography 
tells in clear language of the various 
kinds of early photographic efforts. 
To anybody interested in, and con- | ie 

fused by, daguerreotypes, ambro- y 

types, ferrotypes, calotypes, and CNM. Z 
other processes that have led up to | \ pero gay 
our present photographic state, this 

booklet may help to eliminate con- 
fusion. To all others, it will be fas- neenah paper company 
cinating. It is not, as the author 
warns, a_ history of American 
photography, but it will serve as neenah, wisconsin 
useful historical background. 
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WE'VE A PAST~—AND WE'RE 
PROUD OF IT . . 


It's a dynamic past of more than a 
half century of growth and pro- 
gress in printing gummed papers. 
Our experience and craftsmanship 
enables us to offer you the best 

at economical prices. 


Gummed shipping labels, for in- 
stance, are second nature to 

us. Quantity users who don’t waat 
to pay more—for less—turn 

to Eureka. 


Specially designed equipment will 
meet your every need for serial 
numbering, perforating and die cut- 
ting. And if your product requires 
a special gum, our laboratories 

can formulate it for you. 


Tell us your requirements and we'll 


be happy to give you full information 
and prices. 


Conventions 


All meetings listed here are annual con- 
ventions, unless otherwise described 


OCTOBER 

4-9 .. . Society of Motion Picture & TV 
Engineers, Philadelphia 

9-12 . . . Advertising Typographers Assn. 
of America Inc., Mark Hopkins Hotel, 
San Francisco 

13-16 . . . National Automatic Merchan- 
dising Assn., Cincinnati 

14-16 . . . American Photoengravers 
Assn., Bellevue-Stratford Hotel, Philadel- 
phia 

17-20 . . . American Society of Industrial 
Designers (ASID), Ojai Valley Inn, Ojai, 
Cal. 

26-29 .. . Stationery Show of New York 
26-30 . . . Screen Process Printing Assn., 
Sheraton-Cadillac Hotel, Detroit 


28-30 . . . Packaging Institute, Hotel 
Statler, New York 


NOVEMBER 


5-7 .. . Canadian National Packaging 
Exposition, Automotive Building, Canadian 
Natl. Exhibition, Toronto 

10-14 . . . Outdoor Advertising Assn. of 
America Inc., Jung Hotel, New Orleans 
17-21 . . . Eighth National Plastics Ex- 
position, International Amphitheatre, Chi- 
cago 

18-20 . . . Advertising Essentials Show, 
Hotel Statler, New York 

18-20 . . . Public Relations Society of 
America, Sheraton Hotel, Philadelphia 
28-31 . . . National Industrial Packaging 
& Materials Handling Exposition, Atlantic 
City 


DECEMBER 


2-6 . . . Exposition of Chemical Indus- 
tries, New York 


2-6 . . . International Automation Expo- 
sition, New York 


14-18 . . . National Assn. of Display In- 
dustries, New York 


EUREKA SPECIALTY PRINTING CO. 
568 Electric St. - Scranton, Pa. 


Better Bundscho Than Sorry 


> 


Here Type Can bla) SERVE You 
reas 


Your creative genius has exceeded 

itself again, Carlso, but I'm afraid 

that once more the cost will be pro- 
hibitive. 


J. M. BUNDSCHO, INC., Advertising Typographers 


180 North Wabash Ave. * RAndolph 6-7292 * Chicago 1 
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to enter 


A.B.C. Educational Awards 


First annual, sponsored by Audit Bureau 
of Circulations, 123 N. Wacker Dr., Chi- 
cago 6. Open to A.B.C. publisher mem- 
bers who through effective promotion of 
their publications broaden advertise: 
and reader understanding of A.B.C.’s 
service. Eligible are advertisements and 
or editorials published between Oct. 1, 
1956 and Sept. 30, 1957. 

Closes October 1, 1957 


Aerosol Package Design 

6th annual, sponsored by Chemical Spe- 
cialties Manufacturers Assn., Aerosol 
Awards Committee, 50 E. 41st St.. Neu 
York 17. Open to any aerosol brand 


Exact power needs for your display 


SV WCHRON” 


UL AND CSA 
APPROVED 


DISPLAY 
+. ‘Workhorse of the industry 


MOTORS 


Depend on Synchron for economical P.O.P. sales 
power — quality-built by Hansen — TOPS IN POP! 


Synchron 30” Super Hi-Torque 


Specially built timing motor for 
short run displays — turntables, 
action signs, all POP motion. 
Guaranteed torque 30 in. oz. at 
1 RPM. Easily adapted for special 
display movements. 


Synchron ‘'20” Hi-Torque 


Standard timing motor for long 
run display jobs — action signs, 
turntables, display wheels, etc. 
Easily adapted to special display 
movements. Guaranteed torque 20 
in. oz. at 1 RPM. 


owner or marketer. Awards to be based 
on general sales and shelf appeal of ot a, 
the complete push-button package. BS 


sieniirite aapalineadbbiead HANSEN MANUFACTURING CO., INC. 
Princeton 11, Indiana —_ 


for free engineering assistance and more Synchron facts, write or call today! 


s 
sj 

§ 

3 
e 


Home Selling Merchandising Programs 
Sponsored by “Practical Builder,’ 5 S. 
Wabash Av., Chicago 3. Open to any- 
one in the home building business, with 
plaques to advertising agencies that han- 
dle winning programs. 

Closes November 30, 1957 


Hansen Representatives The Fromm Co., 5150 W. Madison St., Chicago, IIl.; Winslow Electric, 123 E. 37th 
St., New York, N.Y., Electric Motor Engineering, Inc., Los Angeles and Oakland, Calif.; H. C. Johnson Agencies, 
Inc., Rochester, Buffalo, Syracuse, Binghamton and Schenectady, New York. 
informative Labeling for Plastics Products 

3rd annual, sponsored by The Society 

of The Plastics Industry Inc., 250 Park 

Av., New York 17. Covers labels, tags, 

inserts, packaging, etc. giving informa- 

tion on consumer products. Open to all 

manufacturers and marketers of con- Tak 

sumer plastics products. Classification 

awards and a grand award will be 

made. 


a 
a a : 


Closes December 1, 1957 <a 
end: 4’x 5’ Og 


side: 4’x 18’ 


Musical Themes in Advertising 


8th annual, sponsored by American 
Music Conference; information from the 
Philip Lesly Co., 100 W. Monroe St., 
Chicago 3. Covers any printed or out- 
door advertisements using a musical 
theme to promote non-musical products, 
or services. There are no restrictions on ¢ [ 


' | We give 
who may submit entries. by 


Closes January 21, 1958 | tats S 
BNL 
eS" 


4’ CIRCLE 


America's Foremost Sign Makers 
ARE THE CHOICE OF NATIONAL ADVERTISERS 
Because They Last Langer 


GRACE Signs are silk screen processed on steel or aluminum. Finishes are baked enamel and 
reflectorized if desired. All paint enamels used are made to GRACE specifications. This means a 
quality control that tells in the service life of the sign. Our 40 years of sign making is your guaran 
tee of superior signs. 


WE DESIGN YOUR SIGN IF YOU WISH 


kc Color sketches will be gladly submitted, soe ee ee en 


no obligations. Just let us know. 
eve TIE ULE RGU AY 


LET US HAVE 
hia YOUR INQUIRY ee eee 
| SIZE: 4x8" 


SEND FOR FREE CATALOG IN COLOR 
It's my new handy take-home pack- 
age design. 


GRACE SIGN & MFG. CO. 3601 S. 2nd ST., ST. LOUIS 18, MO. 
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IDEA ALBU M 


These items are taken from a booklet 
Yo Edsel Dealer.’ 


ire an 


started on his promotion before he ha 


per advertising radio na tv spots 


Grand Opening Party - Here's 


yooira taq 


Big Paint-Up . I i're 


repainting 
your dealership, as suggested in 
oc and 1 

Sign Catalog, make a news story out 


of it. Call in a gang of painters to do 
the job all in one day. Ther 


te 


arrange 
>» have local newsmen and _ photog- 


iM 


raphers cover the event 


Little League Ball Teams... You’! al- 
ways be appreciated as the sponsor 
of a little league baseball or football 
team. If you can help coach or supply 
transportation to games, you've won 
a lot more friends among the kids and 


parents 


“E” Shopping Bags ... 

shopping bags printed ur 

Edsel “E” emblem and this 

— “Watch for the Edsel 

soon to (Your name and address)”. 
Turn them over to local supermarkets 


Baby in Waiting .. . How about paint- 
ing storks on your delivery truck? In- 
clude just the words 
to (Your name and address)”. 


“Coming soon 

After 

the first few weeks, add the Edsel “E” 

symbol. A month later, the full name 
Edsel 


Turning Time Backwards ... What 
about locating a fine old limousine 
or town car, restoring it, using it as a 
courtesy car with your driver in uni- 
form? Add signs saying: “Tops in its 
jay, but never as much as the Edsel 
will be—this year.” 


Safe Secret . . . How about putting a 
big office safe, painted Edsel green 
and white, in your window? (If too 
heavy, you can simulate one out of 
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entitled “Now That 


s Edsels to sell, the 
booklet is packed full of suggestions on publicity, news- 


direct mail, outdoor 


Ula 


here. Watch 


“E” Bumper Strips... 
xper bumper strips printed for your 
ip vehicles and employees’ 
this message: “Coming soon 


new EDSEL,” “Watch for the 


or a similar line of your own 


Selling with Music Why not have 
your local radio station tape record 
music—with 


background interspersed 


dealership commercials—for parties 


other public gatherings? You 


Edsel News Van 


a sound truck and using it to 


. How about renting 
broad- 
cast’ your Edsel dealer story in the 
busy sections of town? It's a mighty per- 
suasive way of getting your news to 
the people. (Be sure to check with local 


officials first 


4 


Welcome Wagon Greetings How 
about “getting aboard” your local Wel- 
come Wagon? Have Welcome Wagon 
hostesses present a friendly letter from 
you to each new family they call on 


Green Light Hi-Fi . . . What about in- 
stalling a public address system on 
your Green Light Car lot with music 
and commercials directed at passers- 
by? It's an original touch that can add 
sparkle to your Green Light lot show- 
manship 


“E” Sign-Raising When it’s about 
time to put up your big “E” sign, make 
event. You might arrange 
local tv station’s news de- 
partment to cover the sign-raising. If 
you can have the mayor there to offi- 
iate, so much the better. 


TV Postcard Perhaps you could 


signs, and other ways of getting everybody aware of the 
Designed to help the dealer get new car. As a special feature, each spread contains items 
like these, under the heading “do-it-yourself showmanship,’ 
which have far wider application than the Edsel alone 


send out postcards with a picture 

your dealership in a tv frame. Sample 
message: “We've visited you via tv in 
Come on down and 
see us in our Edsel showroom.” Add 


A 


your livingroom 


your name and address 


Showroom TV Why not set up one 
or more big television sets in 


your 
showroom? Tune in baseball games, 
news, and other local show favorites 
Day or night, you'll pull in a good 
many passers-by, make new friends 
and build good prospects 


Big Screen “E” .. . How about having 
27-inch “E” emblems made up to 
the screens of display sets in 
television stores? Use this selling line— 
The Edsel is on its way. You'll see 
first at (Your name and address).” 


Metered Mail Messages . If you use 
metered mail, why not have your Pit- 
ney-Bowes slug include a sales mes- 
sage? Something like—"The Edsel is on 
its way, “Edsel Green Light Service” 
or “Edsel Green Light Cars.” 


Bill Stuffers Why not plan to in- 
clude bill stuffers in all your dealership 
mail? Have stuffers printed like the 
samples we've included. Or, if you 
prefer, send along a personalized note 


Picture Postcards .. . What about hav- 
ing postcards printed with pictures of 
your dealership, a map of your loca- 
tion, or pictures of dealership depart- 
ment heads? It’s a good way to help 
people get acquainted with you. 


Showroom Radio Show ... Or, how 
about having the local disc jockey 
favorite do his radio show at regular 
intervals throughout the week from 
your dealership? You'll attract many 
people to your showroom and get val- 
uable radio publicity. 





A-B-DICK Mimeographs 


... for the easiest, fastest way you ever saw to get all kinds of beautiful copies 


Te Maveco Oo 


MODEL 438—Heavy-duty power-driven 
model. Full ream feed (500 sheets). 
Choice of paste or fluid ink cylinder. 
Hand-operated Model 433 also available. 


MODEL 418—Fully electric operation at 
a price you'd expect to pay for hand-oper- 
ated equipment. Choice of paste or fluid 
ink. Hand-operated Model 416 also 
available. 


WITH NEW CLEANLINESS—All cyl- 
inders completely enclosed. Automatic 
ink distribution system does away with 
hand brushing on even the lowest priced 
models. 


Quick, clean color change. Inexpensive, 
easy-out, easy-in cylinders. 


NEW EASE OF OPERATION—Com- 
pletely new feeding system virtually 
guarantees 100% perfect feeding includ- 
ing unevenly cut paper, ream ends, post 
cards or lightweight paper. 


Completely automatic inking with either 
paste or fluid ink. One inking can produce 
up to 20,000 perfect copies without manip- 
ulation of dials or levers. 


All operating instructions, on decals, are 
permanently mounted on the machines 
with all controls clearly identified. 


NEW COPY QUALIT Y—With fluid ink 
cylinder you can use the new fast drying 
inks that eliminate show-through and 
set-off—give you smudge-free copies on 
top-quality hard surface papers. 


New electronic stencils let you mimeo- 
graph complex illustrations and ruled 
forms—even remarkable facsimiles of 
halftones. 


...- A.B. Dick mimeograph products are 
for use with all makes of suitable stencil 
duplicating equipment. 


A. B. Dick Company, 5700 Touhy Avenue, 
MAIL COUPON 


Chicago 31, Illinois Dept. AR-107 
FOR MORE 


Please send me more information about your new 
i) : INFORMATION models of mimeograph machines with the new feed 
_ . Or call the distrib- that guards against waste. 
utor of A. B. Dick Name 


: Position 
DUPLICATING PRODUCTS products listed 


under Duplicating 
Machines in the 
classified section Address 
of your phone book. 


Organization 


City State 


October 1957 





SILLY, ISN’T IT, 
TO TAKE A 
NEEDLESS 
RISK? 


Taking risks, with little or nothing to gain, only complicates the con- 
tinual fight Advertising Agency PM’s have with the clock and the 
calendar—particularly when PM’s have assignments calling for roto- 
gravure preparation. All they need do to minimize or eliminate taking 
chances is to rely on the specialized service they can expect from 
INTERNATIONAL COLOR GRAVURE and SUPERTONE...The preparation 
of color positives that will reproduce with fidelity is the specialty of 
INTERNATIONAL... For the best possible service in monotone gravure, 
it’s SUPERTONE...Each maintains an unmatched reputation for offer- 


ing the accuracy and dependability needed in gravure preparation. 


esis ere BB z ; + See See a, te ered & 
: Sete tat Tie Fs een eg: 
of Mee. Oe RES oe ee eo oun 


ROTOGRAVURE ENGRAVERS 


cs ‘ SPECIALIZING IN COLOR 
39 West 60th St. JS 
NEW YORK 23, N.Y. WC. 


Phone: Circle 5-8750 


LOS ANGELES Sales Office: 232 East 4th St., Phone: MUtual 7341 


Se 
ee 


480 ae Ave. . 
SUPERTONE, INC. ‘ew york 17,.n.¥. 


Phone: Plaza 3-9468 
ROTOGRAVURE MATERIAL FOR MONOTONE REPRODUCTION 
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dwertising Requirements 


i. Signmanship 
\ gop 


Edsel Dealers 


Thousands of signs and thousands of dollars are involved 


in the biggest dealer identification program of the decade, 


Across the country this month, 
millions of Americans are seeing a 
big white “E” against a circle of 
Expressway Green — the symbol of 
the Edsel, first new car to be in- 
troduced by a major automobile 
manufacturer in the past 20 years. 

Not only does the big “E” repre- 
sent an exciting new car, but it is 
the central element in the largest 
dealer identification campaign of the 


past decade. In fact, the Edsel iden- 
tification program is probably the 
biggest sign program ever to take 
shape in a limited period of time. 

Behind the program lies two 
years of planning — an excellent 
example of carefully coordinated ef- 
fort between advertiser, agency and 
suppliers. While the basic job of 
developing the identification pro- 
gram was in the hands of Edsel’s 


involving careful coordination of advertiser, agency and suppliers. 


sales promotion department, per- 
sonnel of Foote, Cone & Belding, 
Edsel agency, worked closely with 
company people — particularly in 
planning materials which would 
merchandise the sign program. At 
least six sign suppliers also played 
a key role in developing the pro- 
gram. 


> The net result is a coordinated 
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The Official “E”’ . 


. This distinctive letter, always in white on a background of 


green, is used in hundreds of ways. The white letter is standard, with the strokes 


thickened to the dotted lines for display use. 


identification program which in- 
cludes about 30 basic sign styles, 
with several variations available for 
most of the signs, and hundreds of 
other items of identification mate- 
rial. If a single outstanding feature 
can be attributed to the program, 
it is simplicity. 

Even Edsel’s trademark is dis- 
tinguished by stark simplicity a 
simple white “E” atop a circular 
background of Expressway Green 

- Edsel’s “official” color. This 
trademark is the focal point of all 
signs. In most cases, the only other 
sign copy is “Edsel,” in condensed 
sans-serif caps — also green on 
white, plus a dealer name panel 
where required. 

It is interesting to note that only 
Edsel, of all of the major automo- 
bile manufacturers, has an “official” 
color — at least one that is used 
consistently throughout its entire 
identification program. Few major 
advertisers in any field have ever 
attempted to use a single color so 
extensively throughout all phases 
of a promotion program. 


> Another interesting phase of the 
Edsel identification program is that 
the company encourages +; dealers 
to select their own sources for signs. 
While the company has published a 


Variations on a Theme .. 


32-page booklet detailing its sign 
program, and listing six basic 
sources of supply, an introduction 
by general sales and marketing 
manager J. C. Doyle points out: 

“We want to make it quite clear 
that we do not wish to tell you 
where to get your signs; we are 
simply showing approved national 
sources which are equipped to ren- 
der service to you.” 

The booklet lists “six secrets of 
Edsel signmanship,” which are the 
key to the whole program: 


1. Size . . “Buy big enough to get 
plus-attention value. If your area 
is heavily signed, you'll want to 
out-pull the competition. If your 
area is yet to be heavily signed, 
think of the future. Now is the time 
to avoid being ‘dimmed out.’ Size 
also means scale. Make the size 
of your sign proportionate to the 
size of your building. Step outside 
and pace off its dimensions. Then 
youll have a realistic picture of 
your. sign potential. Remember 
you're a new business. Don’t under- 
estimate the impression you want 
to make. For a fast start and a big 
future — sign big. 


2. Space Value . . “How busy is 
your street? Remember that high 


. The symbol comes in three varieties, standard, with a 


running lamp border, and neon ring emblem, expanding flasher and lamp-filled E. 
Any of these combines with variations on name signs to fit any situation. 
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traffic means high value. In esti- 
mating your sign investment, figure 
what an outside advertiser would 
pay for just the display space on 
your building to get the eye of traf- 
fic at your location. And he has 
only a product to sell, while you 
have both a product and you — Ed- 
sel and your own dealership to pro- 
mote. In signing your dealership, 
think of your sign as a public pic- 
ture of you. How much do you want 
your business to mean to the pub- 
lic? The most permanent direct ad- 
vertising you'll ever buy is your 
dealership signing. Make it do big 
things for you at the point-of-sale. 


3. Simplicity . . “The longest last- 
ing value you can buy is simplicity. 
Your sign’s big job is to tell what 
you offer, who you are, where it is. 
The Edsel signs have been designed 
to look fresh, speak simply, and stay 
bright for years. As you study each 
one, you'll note how color, scale and 
message are designed to stress these 
values. And these basic qualities 
have been assembled to give you 
full opportunity to achieve individ- 
uality, too. You can specify varia- 














tions and animations without losing 
basic identity. Whatever sign you 
choose, ready-built or custom, you 
can count on it to serve you well if 
it’s based on the signing simplicity 
shown [in the book]. 


4. Showmanship . . “Many deal- 
ers, especially those in large cities, 
will want and need special custom- 
built signs. For this reason, you will 
note some important considerations 
you will want to take full advantage 
of in this type of custom signing — 
regardless of whether you purchase 
at home or from an out-of-town 
supplier. These include basic iden- 
tity with the Edsel emblem and 
color, a design harmony with your 
building, and animated effects that 
go well with both of these. 

“All of the Edsel signs are de- 
signed to work together, but in ad- 
dition, they employ certain design 
ideas that readily lend themselves 
to adaptation into spectaculars. In 
developing your own special display 
signs, be sure to take advantage of 
these special Edsel sign innovations. 


5. Service . . “Nothing speaks so 





¢ 


i 
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poorly of you and your business as 
signs that are operating at less than 
peak efficiency. You can avoid this 
most surely by dealing with a sign 
company that offers proved sign 
care service. Major suppliers listed 
in the Edsel sign catalog have been 
especially selected for this reason 
as much as any other. Whatever 
company you select should offer 
such services as cleaning signs pe- 
riodically, inside and out, painting 
supporting structure, and keeping 
all electrical units working at peak 
efficiency. These are highly impor- 
tant considerations, especially since 
it is actually dangerous for men un- 
trained or inexperienced in sign 
maintenance to work on high-volt- 
age sign circuits. 


6. Source .. “To assure the suc- 
cess of your Edsel signing program, 
we have, after careful consideration, 
taken the liberty of recommending 
some companies who are acknowl- 
edged leaders in their various 
fields. 

“Because these firms have built 
displays for hundreds of America’s 
greatest commercial names, they are 





Rotating Clock . . . One side of this ro- 
tating sign carries the E; 
clock. Both are illuminated 


~ JOHN SMITH MOTOR CO. 


———_— 


—_— 
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Roadside Signs Both types offered are painted in a dur- 
able baked enamel finish. To have full effect on after-dark 


geared by experience to help you 
in your Edsel program and are in a 
position to render quick, helpful 
service. 

“Their signs employ materials, 
illumination, and construction fea- 
tures that provide high standards of 
operation. They give effectiveness at 
long range, beauty at close range, 
and brilliant simplicity both by 
day and by night. In outdoor signs 
especially, they combine the rich 
translucence of moulded plastic, the 
lasting gleam of stainless steel, and 
the sparkle of exposed light to give 
you signs that are not only beauti- 
ful but signs that are also built to 
stay that way. 

“Although we have no desire to 
influence any Edsel dealer in the 
choice of sign sources, either ‘local’ 
or ‘national,’ we can recommend the 
selected suppliers on the basis of 
experience, costs and service. This 
should be of special interest to those 
dealers without adequate or com- 
parable local sign facilities.” 


> The six suppliers, whose signs are 
illustrated in the Edsel catalog, are: 


@ Federal Sign & Signal Corp., 
Chicago . . . which developed the 
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TOWN: 9 MILES 
i ccssenan nied ican 


basic series of Plexiglas signs. In- 
cluded are vertical and horizontal 
doubled-faced signs, single-faced 
dealer name displays, a revolving 
clock sign, spectaculars and custom 
treatments. 


® Walker & Co., Detroit . . . which 
developed embossed cut-out letters, 
neon window signs and Green Light 
used car signs. 


® Cerre Co., Detroit . . . also the 
source for many other identification 
materials, which developed special 
used car lot equipment and Scotch- 
lite reflectorized emblems and de- 
cals. 


® Mulholland Sign Co., Kalamazoo 
. . . the source for Plexiglas service 
signs. 


© Bell & Wallace, Detroit ... which 
developed Edsel department signs 
and an interior clock display. 


® National Advertising Co., Chicago 
. selected as the approved source 
for roadside signs. 


>» An essential phase of the identifi- 
cation program goes beyond the use 
of signs — but, like other elements 


tratfic, estimated at one-third of the total, the dealer’s name, 
the symbol and the name Edsel are all in Scotchlite sheeting. 


of Edsel’s program — it is notable 
for its simplicity. Edsel has selected 
a basic exterior paint color — a 
green-tinted gray, which is called 
Edsel High-Light Gray. It was se- 
lected as the appropriate back- 
ground for the other elements of 
the identification program. 

In its sign booklet, Edsel explains 
the thinking behind encouraging 
dealers to repaint their showroom 
exteriors a standard color: “When- 
ever you drive cross-country, you'll 
notice that there are many stores 
and service centers that get your 
business along the way — because 
they look like the places you deal 
with at home. 

“All these businesses share one 
thing in common. They’re painted in 
basic color schemes that make every 
store easier to spot and identify. 
You enter their doors, confident of 
what you'll find and how you'll be 
served. In effect, you feel you know 
them, because they make you feel 
that you’re home! 

“The great new body of Edsel 
dealers can gain this same identifi- 
cation value by using the Edsel- 
approved color scheme of white, 
gray and green. Right at the start, 











such a family look can greatly ac- 
celerate public awareness of Edsel 
dealers. 

“It will help impress the public, 
wherever they are and wherever 
they go, with the strength and per- 
manence and determination of the 
Edsel organization — dealer and 
factory, alike.” 

To assure accurate paint matches, 
the Edsel sign book carries a broad 
band of the Edsel High-Light Gray 
color, explaining, “You can order it 
mixed at your local paint stores in 
finishes designed for every surface.” 
The color-swatch is one of the fea- 
tures of a three-fold insert in the 
book. Also included are three series 
of step-by-step pictures which show 
how typical dealer buildings can be 
improved — first of all by adding 
signs; secondly by adopting the 
standard paint treatment. 


> The _ identification coordination 
doesn’t stop with the exteriors of 
dealer buildings, however. Every 


effort is made to achieve a family 
appearance for showroom interiors 
and used car lots as well. In both 
cases, simplicity is the keynote in 
the planning — again with emphasis 
on the “E” trademark and the 
green-and-white company colors. 
But trading on simplicity doesn’t 
mean that Edsel is leaving the co- 
ordination up to chance. Your Edsel 


For Used Car Lots... 





It will be a while before Edsels will sell 
appear on the used car market, but Edsel dealers will have to 





We Live by Signs 


The new supermarket, the new 
drive-in movie, even the new cor- 
ner gas station, all live by signs. 

Signs attract customers. It’s as 
simple as that. 

And if that’s true for others, it’s 
even more true for you. Edsel ad- 
vertising alone will represent a 
tremendous investment on the part 
of the Edsel Division in your in- 
terest and your future. But if 
buyers can’t find you, you won’t 
be getting the full advantage of 
the investment. 


> The pay-off comes in Signsman- 
ship. 

A few special principles of 
signsmanship apply—importantly. 

The first of these is identity. 
In numbers there is strength. To- 
gether we can give all dealerships 
the common advantages of the 
Edsel Look. This is simply the kind 
of appearance that says quality for 
sale at a reasonable price. It is de- 
signed to provide a true reflection 
of our product as well as identity 
at the point of sale. 

The second point I want to men- 
tion is dealership individuality. We 


the cars they 
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appreciate that dealerships in 


major cities will want and * 


dramatic, custom-built sign 


= Oe 


lations. We realize that visibility, — 
competition from other signs, and — 


different architectural treatments 
will affect the sign policy of such 
dealerships. And we have planned 
Edsel signing to work with these 
situations, as you will see in the 
special section on custom displays 
and how to get them—either local- 
ly or from a national source. 


> In this connection we want to 
make it quite clear that we do not 
wish to tell you where to get your 
signs; we are simply showing ap- 
proved national sources which are 
equipped to render service to you. 
Edsel signing represents an op- 
portunity for all dealerships, large 
or small, to be part of a program 
where the great power of a vast 
national identification program 
does not get lost in the anonymity 
and clutter of unrelated design. 


John C. Doyle 


General Sales and Marketing — 


Manager, Edsel Division 


accept in trade. Expressway 
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green will 
help to tie the used car lot into the new car operation. 
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The Ever-Present E. . 


Marketer, the dealer quarterly, ex- 
plains: “Dealers will receive expert 
advice, at no cost, on working out 
the best showroom layout and color 
scheme for a particular building or 
to meet local needs. Standardized 
display materials have been devel- 
oped to give you the most exciting 
automobile showroom in town. 
Though adaptable to all sorts of 
space requirements, they enhance 
the ‘family resemblance’ factor and 
save you money, since large scale 
production reduces their cost. 
“Among the showroom materials 
available at your option are a turn- 
table for car display, with colored 
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. In expressway green, the Edsel symbol 
is used on a range of items that cover practically all the needs 
of an active dealer. Included are (1) a drape to cover cars 
before release day; (2) plants to dress up the showroom; (3) 


spotlights. But here’s a new way to 


dramatize the effect: an angled 
wall mirror repeats the image of the 
car in its multiple faces, creating 
the illusion of great spaciousness. 
When the customer sits in your 
showroom car he sees himself in it 
— a most effective bit of sales psy- 
chology. Like the clothes buyer who 
tries on a suit for size, he sees him- 
self flattered by the new car and so 
wants it all the more. 

“Something new in the industry is 
a unique showroom ‘information 
center.’ It consists of a pylon which 
will show beautiful, colorful trans- 
parencies of all models and features, 


banners to give a 


festive air to the building; (4) standing 
cigaret receptacles; (5) front door marquees; (6) rubber door 
mats; (7) flags; (8) awnings. All these, and many others, are 
listed, with sources, in the dealer catalog. 


color slides on exterior colors and 
upholstery, and other visual evi- 
dence of Edsel selling points.” 


>» These are but a few samples of the 
multitude of items involved in set- 
ting up a program of coordinated 
sales aids. A _ loose-leaf catalog, 
“Permanent Merchandising Mate- 
rials & Equipment,’ already con- 
tains over 100 items, with more 
being added regularly. The range of 
items, of which the following are 
typical, show the depth of the iden- 
tification program: 

@ Edsel flag 

© Awnings 

















Service Signs . . Double-faced, of translucent Plexiglas, these stainless steel signs are 


designed to go outside the entrance to the service departments. 


For Out-of-Showroom Promotion 
Can be used in many high-traffic spots. 






















Floor mats e ° 
Sand urns : ° 
Display boards e ° 
Pennants : : 
Car covers 2 

Matchbooks 


Plastic drapes 
Floor plants 
Decals 

Edsel jewelry 


SERVICE DEPARTMENT 


> Similar coordination is achieved on 
used car lots by standardized dis- 
play material. Your Edsel Marketer 
explains: “A wide range of lot- 
identification signs is available. A 
unique green-and-white closing of- 
fice, rotating beacon lights, a canopy 
for displaying ‘specials,’ string light- 
ing and billboards — all will con- 
tribute to the effect. Window-pric- 
ing kits that are self-adhering — 
convenient as well as neat — are 
among the many practical devices 
in the program. All are economical 
as well as effective. 

“A completely new ‘Green Light’ 
[trade name for Edsel used cars] 
feature board will allow you to in- 
sert new sales messages every day 
or week. Big panel boards for this 
purpose are easily attached to regu- 
lar sign poles.” 

Probably as typical as anything of 
the careful coordination of the Edsel 
identification program are the rotat- 
ing beacon lights mentioned above. 
The sign catalog explains that they 
“send out a revolving beam of Edsel 
green to command striking attention 
from every passer-by.” 44 












YQ MOTOR ANALYSIS 
































Other Edsel Features 


® The Audio-Visual Program 
-.. page 43 








® Displays and Specialties 
... page 49 












*® The Edsel Idea Album Departmental Signs . . . A whole series of signs, available in both single-face and 
- ++ page 24 double-faced units, highlight the range and quality of Edsel service 
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Sign Moving Used 
For Promotion 


On a snowy day last winter one 
of the largest signs in South Dakota 
was moved from atop the WNAX 
building in Yankton, S. D., to its 
present location in Sioux Falls, S. 
D., some 93 miles away. 

The six-ton combination neon and 
light bulb structure—30 feet in 
height—was the first step in a cam- 
paign to bring WNAX to the peo- 
ple of the Sioux Falls area. After 
removal from the WNAX building 
and several modifications the sign 
was erected atop the three-story 
Brown Drug Co. in down town 
Sioux Falls where it is estimated 
that 200,000 people will see it dur- 
ing the next few months. 


> The Pride Neon Sign Co. removed 
the 30x40 sign from the WNAX 
building and erected another in its 
place in one day under severe 
weather conditions. The workmen 
were lashed with high winds of bet- 
ter than 40 miles per hour and 
worked in light snow wth a tem- 
perature around 15’F. 

The announcing staff of WNAX 
told of the coming of the sign to 
Sioux Falls to the Sioux Falls peo- 


oa 


Hicu Live 


Baseba 


SCOREBOARD 


AMERICAN LEAGUE 
Deily Scores 
team Standings 


BRAVES BKLYN 


ple with a special teaser campaign, 
e. g. “It’s coming to Sioux Falls this 
week!” “It’s on its way to Sioux 
Falls right now!” “Sioux Falls are 
you watching? Are you watching, 
Sioux Falls?” This campaign ran 
for one week and by the campaign’s 
end WNAX had received many let- 
ters and phone calls asking, “Just 


what is it that is coming to Sioux 
Falls?” 


>’ On Friday, February 8, Whitey 
Larson, popular newscaster in the 


The ea look (a signs 


ss 


‘Ste 
lattars 


by Spanjer Bros. 


Smart looking translucent letters were pio- 


neered by Spanjer.. 


. in plastic . . . Today 


Spanjer Bros., makes plastic letters in a wide 
variety of styles .. . in sizes from 4 inches to 4 
feet. Custom letters, too, are a Spanjer special- 
ty, made to the most exacting specifications. 


Installation by 
Levin Neon Co., Atlanta, Ga. 


PLASTIC, METAL 
OR WOOD LETTERS 
Write for 
Free Catalog 
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For the utmost in enduring quality and serv- 
ice, call on Spanjer Bros., the standard of qual- 
ity in letters 


... since 1895. 


SPANJER BROS. 


Chicago: 1160 No. Howe St. 


Newark: 267 Mt. Pleasant Ave. 


eo with Pleasure / 


For Baseball 
Fans .. . New 
piece, which 
shows scores 
of all games, 
has won wide 
acceptance for 
Miller’s Beer. 


WNAX area, told the crew of the 
Pride Neon Sign Co. on his 6:00 
pm news to “Throw the _ switch, 
boys!” 61’ of neon tubing was 
lighted. Along with better than 
1,000 light bulbs. 

Coupled with the new sign WN- 
AX ran a 900-line ad in the Sioux 
Falls daily newspaper emphasizing 
the station’s “New Shape in Sound.” 
A thousand people received en- 
graved invitations to listen to 
WNAX and sales letters were sent 
to 100 merchants and other VIP’s 
in the South Dakota city. 


> The people in Sioux Falls now 
know, more than ever before, that 
WNAX is not only a South Dakota, 
North Dakota, Nebraska, Iowa and 
Minnesota station, but a Sioux Falls 
station as well! 44 


Shopper-Stopper . . . Wigwagging hand 
at top of this 24’ high display calls 
attention to Amity ladies’ and men’s 
billfolds. Display, built by Stanley J. 
Brown Co., New York, holds 36 bill- 
folds, has a revolving section at right. 
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Outdoor Antique . . . Painted in 1893 
for C. J. Van Houten & Zoon Inc., this 
sign was recently revealed to public 
view when an adjacent building, that 
had been blocking it for 30 years, was 
torn down. Van Houten is reported to 
have been one of this country’s largest 
advertisers at the time of Chicago’s 
World Columbian Exposition. 


Fiberglas Sculptures 
Detailed in Catalog 


Illustrations and descriptions of 
translucent or opaque Fiberglas 
Sculptures for use in outdoor ad- 
vertising are available in a distinc- 
tive catalog from Sculptured Adver- 
tising Inc., Minneapolis. 

Among the items illustrated in the 
catalog are cows, glowing lobsters, 
chicken-on-a-platter, wieners, 
bread, horses, pretty girls, etc. 

All of the Fiberglas sculptures are 
reported to be easy to mount on 
signs and are finished in a pigmented 
light-stabilized polyester that never 
needs repainting. Color is either 
sprayed or hand-painted with a 
“fused-to-Fiberglas” finish. 

Complete specifications, plus ship- 
ping and ordering information is 
given on all stock items, and the 
back page of the catalog gives de- 
tails on the company’s custom- 
sculpturing service. 


- for more details circle 524, page 113 


Outdoor Fixture 
Uses Components 


A new fluorescent lighting fixture 
developed by Revere Electric Mfg. 
Co., Chicago, is built up from a 
small group of basic fittings to make 
units in 4’, 6’ and 8’ lengths. 

Called the Fluoresign Outdoor 
Luminaire, the fixture can be used 
to illuminate poster panels, painted 
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When the ‘‘Signs”’ are right. . 
YOU GET RESULTS! 


Want to get sales results beyond your expectations? 
You won’t wait long when your merchandising plans 
call for signs by Texlite. More than 75 years of prac- 
tical experience and technical skill enable Texlite to 
design and engineer quality signs .. signs that com- 
mand attention and produce better, at less cost per 
sale, than any other medium you can use. Whether 
you need 10 signs or 10,000..in porcelain enamel, 
plastic or combinations of the two materials.. let 
Texlite prove to you that quality pays! Four hun- 
dred craftsmen, with the complete resources of a 
modern 160,000 square foot plant, are ready to fill 
your every sales-sign need. 


See How Others Have Used Signs by TEXLITE to Gain 
Sales Objectives... This 20-page, beautiful full- 
color booklet shows 101 signs built for some of 


the nation’s most successfully sales-minded 
companies. 


Request your free copy on company letterhead. 


Builders of 
Quality Signs 
Since 1879 


3307 Manor Way Dallas, Texas 
Offices in Principal Cities 


, Advertising c 
Want Information? News? BIG SHOW 
Burrelle’s will supply clippings 


from daily and weekly newspa- OF 
pers — national, sectional or local 


— magazines, trade-papers, PRODUCTION - PROMOTION 
promptly. MERCHANDISING 


To see it... 
read ar 
To get init... 
Est. 1888 


advertise in ar 
PRESS CLIPPING BUREAU ADVERTISING 
phone BA 7-5371 
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DECAL SIGNS 


ALL the advantages of pressure 
sensitive application 


ALL the permanence of a true 
decal sign 


More and more national and regional 
Point of Purchase sign advertisers are 
switching over to Meyercord’s new 
Pressure Sensitive Decal Signs! The 
reason isn’t very hard to dig out... 

Recently an important advertiser 
told us, ‘‘There has been a marked 
increase in our sign circulation thanks 
to Meyercord Pressure Sensitive Decal 
Signs. Our field men are getting up 
more signs . . . and more rapidly .. . 
than with anything we've used before.”’ 

And no wonder! Meyercord Pressure 
Sensitive Decal Signs are mounted with 
a simple two-step installation that takes 
only seconds and requires mo water. 
Once up, these decal signs maintain all 
the brilliance and permanence that 
have distinguished Meyercord Decal 
Signs for more than 60 years. 

There are no restrictions as to color, 
shape, design or size . . . either halftone 
or straight poster style. Let us show you 
how to put Meyercord experience and 
facilities to work in your merchandis- 
ing program with Pressure Sensitive 
Decal Signs. 


Pressure Sensitive Hf Peesim 
Facts—FREE 


The full story of Meyercord 
Pressure Sensitive Decal Signs, 
along with current samples, is 
yours, for the asking. Please 

write today on company letterhead. 


Dept. N-207 











5323 West Lake Street 
Chicago 44, Illinois 


bulletins, pole signs, store fronts or 
walls. The reflector can be posi- 
tioned at any angle to give maxi- 
mum illumination. 

An illustrated eight page folder 
giving complete technical details 
is available. 

- for more details circle 525, page 113 


Polyethylene Used 
For Window Posters 


In a new, money-saving develop- 
ment, polyethylene js being used 
for window posters, replacing the 
more common cellulose acetate. 

According to the maker, Central 
States Paper & Bag Co., St. Louis, 
a 24x36” poster for Excello Power 
Mowers was printed on _ 0.003” 
polyethylene in five colors, at a cost 
less than the acetate alone, with- 
out printing. 

Other advantages of the new 
material, the company claims, are 
that polyethylene will not curl, 
folds easily or can be rolled for 
shipment, can be attached with 
Scotch tape, will not discolor, and 
has extremely long life. 

Samples, prices and further in- 
formation are available. 

- for more details circle 526, page 113 


For That Christmas Spirit. . . 


New Materials For 
Traditional Patterns 


With Christmas hurtling down on 
us, the time has come to think 
about decorations for store, office, 
factory or home. Manufacturers, in 
the following catalogs, are ready to 
supply unusual materials to stimu- 
late your imagination. 


Background Specializing’ in 
Panels corrugated back- 
ground panels and 
borders, this catalog from the Rey- 
burn Mfg. Co., Royersford, Pa., in- 
cludes panoramic scenes in three 
and four colors, printed on 40” 
wide rolls of corrugated. Banners, 
borders and valances carry out 
winter themes, show Santa and his 
reindeer, have colorful Christmas 
candles and holly leaves. 
- + for more details circle 527, page 113 


Fiberglas A descriptive sheet 
Snowman from Dillon Indus- 

tries shows this 
company’s selection of Christmas 
ornamentation in molded Fiber- 
glas. Snowmen, reindeer, Santas, 
tree ornaments and bells are avail- 
able in this material that can be 
used outdoors as well as in. They 
come decorated in green, red, blue, 





black and pink, in flitter or fluores- 
cent colors, or in translucent white 
for you to decorate yourself to 
match your own decor. 

+ » for more deaails circle 528, page 113 


Corrugated 
Holiday Panels 


An illustrated cat- 
alog from Frank 
M. Sayford Co., 
Brooklyn, describes the patterns 
available in Corobuff. Among the 
interesting designs included on this 
48”-wide corrugated material are 
bright red bows and stars on a 
white ground, and a panorama of 
a winter scene showing father and 
son dragging in the Christmas tree. 

- for more details circle 529, page 113 


Plaques and 
Garlands 


Three-dimensional 
plastic plaques that 
show Santa, stars, 
or bells are illustrated in this folder 
from M. E. Taylor & Son, Long 
Beach, Cal. Already wired and 
fitted with incandescent bulbs, they 
are ready to be hung indoors or 
out. They are also available with 
only one embossed side, closed with 
masonite, and ready to hang against 
a wall. The folder also shows alu- 
minum foil garlands in various 
colors and diameters. 

- for more details circle 530, page 113 


Accordion Panel 
Does Double Duty 


An unusual accordion-fold panel, 
14x25” unfolded, is being used by 
Mojud salesmen to present the 
company’s new fall styles. Silk- 
screened in six colors on a 70- 
point scored board, the piece was 
designed by Danziger Wallach, New 
York, under the direction of Gerald 
Kornfeld, advertising and sales pro- 
motion manager for Mojud. 

After using the folder to show the 
line to the buyer, the piece can 
be given to the stores for use as 
either a self-standing window dis- 
play unit or a counter unit. 

To take care of those accounts 


Accordion Panel . . Silk-screened, self- 
standing Mojud unit can be used in 
window or on counter. 


| 
| 
| 


HOLLYWOOD 
Loge Display| 


DRAPES 


Perfect for 


EXHIBITS * CONVENTIONS ° FAIRS 
* STORE BACKDROPS & VALANCES 
* SALES MEETINGS * SHOWROOMS 
* WINDOW DISPLAYS * TABLE 
DISPLAY COVERS * DISPLAY ROOM 
CURTAINS * TV BACKDROPS * 
CHAIR SLIP COVERS 


Here is the magnificent, 
memorable, modern way to 
achieve name display. Holly- 
wood Logo Display Drapes use 
your name or trademark to 
provide a complete, flexible, 
colorful background that is 
easy to ship, shape, hang and 
drape. Flameproof and dry 
cleanable. 


Your First Low Cost Is Your Only 
Expenditure. Saves Big Money Be- 
cause You Do It Yourself! 


Send for FREE sketch of your trade- 
mark or trade name in fabric de- 
sign. Also free colorful idea booklet 
on logo drape display. 


New York 16, N. Y. 


k 
\e 
<a 
,YouRINA 
© } « 


HOLLYWOOD BANNERS Logo Drape Dept. 


Creators & Manufacturers of Nationally Famous Color-Spectacular Ad Banners 
116 East 32nd Street ° 


° TELEPHONE: OR 9-4790 


Th Want to improve your tags? 


CHECK LIST 


FOR BETTER 


Use this free check list to help you improve your point of 
purchase tags. Hints on: design, copy, type, color, etc. 
Based on over 60 years of experience in designing and pro- 


Timid ducing hard-selling tags. Simply cut this coupon and send. 


aS Name 


ae 


Address 
rn... 


Title 


__ State 


THE NATIONAL TAG CO., 337 S. Patterson Bivd., Dayton 1, Ohio 
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Give worrysome problems to 
Hagen Advertising Displays . . . 
specialists in quantity production 
of electric illuminated plastic 
indoor and outdoor dealer 
identification signs. 


Hagen plastic signs are planned from 
the drawing board to the final in- 
stallation with main consid- 
eration given to sales impact, dealer 
acceptance, unit cost, less weight, 
low shipping costs, maintenance at 


qa minimum 


Plastic signs have proven time- 
and-again that they pay for 
themselves in a matter of 
months. Operating cost is only 
a penny or two a day, plus 
amortization of original cost. 


We invite your inquiries no 
obligation. From giants to little ones, 
Hagen plastic signs will round-out 


your sales promotion program 


A few select territorie woilable tc 


represent 


PA 


ADVERTISING DISPLAYS 
i Len 


6230 WIEHE RD. Phone EL 1-2525 
CINCINNATI 13, OHIO 
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which buy only part of the line, 
each panel has been produced, with 


| only copy variations to bring the 
| trade name complete, as an indi- 
| vidual 


card with a_ single-wing 


easel. 


National advertising will use the | 


same art and similar format, to 
further promote the brand and style 


| identification of the panel. 44 


| Display Rack 
| Looks Real 


Looking more like the product 


| than the product itself, a new litera- 


ture rack does double duty as a 


| selling aid for home builders and as 


a counter display for plumbing con- 
tractors. 

The rack was designed by the 
Powers Regulator Company, Sko- 


| kie, Ill, to dispense a four-page 
| leaflet on its Hydroguard thermo- 
| static shower control for homes. 


> Taking advantage of the rectan- 
gular shape of the die-cast face 
plate and control knob, the com- 
pany designed the pocket of the 
display to simulate the actual 
product. 

The entire display is die-cut from 
a single sheet of 15-point card, lam- 
inated with silver foil. Black silk- 
screening then adds the reverse 
lettering and the pocket art. 

A die-cut easel can be used to set 
up the display on counters. In ad- 
dition, two rows of Kleen-Stick ad- 
hesive on the back permit a home 
builder to mount the rack on a 
shower wall or door for point-of- 
purchase selling. 

Safe Showers, a four-page leaflet 
which tells how the control main- 
tains shower water at a constant 
temperature regardless of supply 
changes, is provided with the rack. 

Earl R. Bowman, the company’s 
sales promotion manager, designed 
the display. Silk-screening and pro- 
duction was by Hans Christensen 
and Associates, Chicago. 44 


Snap-Lok Display Frame 
Features ‘Easy Change’ 


An anodized aluminum display 
frame that features spring-loaded, 
hinged molding for easy poster 
changes has been introduced by 
Arlington Aluminum Co., Detroit. 

The new frame is named “Snap- 
Lok” and has four side moldings 
that snap open and shut for easy 
poster insertion. 

Designed for use on truck sides, 
outdoor point-of-sale, or wall hang- 


"ROBERT KAYTON ASSOC. INC. 
” 938 W. 54TH ST.,.N.Y.C. 6 JU 6-8800° 


ELECTRO 
MOTION 
TURNTABLES 


DEPENDABLE 
MOTION FOR 
YOUR PROMOTION 


yarantee. 
plified co 
quantity 4 
ib. load. 
5 T5ID.; 150"0- ved. 
Available Boe. or ‘specials’ '" 
Many variat! : 


% Compare price 
% Look for Underwriters label 
% Demand Jependable Electro-Motion 


WRITE FOR COMPLETE CATALOG AND PRICES 


ELECTRO-MOTION CORP. 


Buchanan. N. Y ma cies 





wash this paper! 


TEXOPRINT 


Take a damp cloth, wipe away the simulated 
thumb print in the small circle. You will see 
how Texoprint's plastic surface keeps printed 
pieces new and clean looking for years. 
Beauty is always at hand with Texoprint. 





This is Texor 


The plastic printing paper which 
adds durability to color printing 


>qgnated and coated w Sales broadsides 
printed results with fast se 


10 SIIK Screen 


Hardbound book bindings 


© 98 
aed 


Wall charts 
Flip charts 


Texoprint is available in a range of weights, colors and special finishes. WEIGHT: Basis 25x38-80-, 115+, 
140°. COLORS: Green, Blue, Canary, India, and White. FINISHES: Plain, Box Calf, Levant and Linen 


roller mounted, 
folded and wall 


characteristics... 


Cleans easily with a damp cloth and mild soap id refolded many times 


arly 


4 : Matchless color reproduction « No-fray edge Nay be rolled and unr 
A Me. tk: Tear resistant, withstands rough handling mt lays fl et is 


Accepts adhesives « Sewable - High opacity 


4 Ly 


Excellent dimensional stability 


Folds well in either direction; may be folded 


A PRODUCT OF 


Tex-4 Lithographed in USA on Texoprint, 25x38/500-115#, white, plain finish. 
For additional information contact your Texoprint merchant or write to: 
Texoprint, Kimberly-Clark Corporation, Neenah, Wisconsin. 





ing, the unit can be supplied with 
a back of treated Duron hardboard 
or galvanized iron as the customer 
specifies, or with a special frame for 


flat truck sides. A) lf-Adh 
It is ae in quantities of 50 e esive 


or more to the customer’s poster 


size specifications. ( a ; e if d a es 
Additional details can be ob- | 


tained from Arlington Aluminum 


Co., 19011 W. Davison, Detroit 23. | Printed oat 
44 | 


Versatile Fixture 
Uses No Tools 


A versatile fixture, held in place 
by spring tension between floor and | 
ceiling, is described in a circular | 
from Empire Display Mfg., New | 
York, which also includes ways in 


which the set-up can be varied. | eee Get Year ‘Round Attention 


The basic element, called the Key 


Pole, is an aluminum pole, in two | Ti y S he M 

sections, with a spring insert. Ad- | 0 our a CS essage! 

justed according to ceiling height, | 

the spring tension holds the pole | 

firmly in position, either vertically They’ ‘ ' 

or at an angle. Rods, brackets and oe ee self-adhesive FASSON calendars on their 

shelf supports fit into slots drilled ...just peel off back- ils ra 

in the rods. In addition to natural | enaneanie satin walls, table tops or desks where they 

aluminum, the poles also come in | PoP coe? can refer to them easily during 

nine anodized colors. calendar into place Des tne ee 
- for more details circle 531, page 113 y ; 


Plastic Vari-Vue Signs 
Offer Motionless Motion 1958 will be here soon. Get your calendars and sales 


ao 
Motion without mechanical or  ™essage printed on self-adhesive fossa NOW. 
ewe ee Mail Coupon Now for Prices of FASSON calendar stock...and a FREE calendar. 
Pictorial Productions Inc., Tucka- 
hoe, N. Y. 

Using many plastic linear lenses, 
which separate the multiple images 
laminated behind them, the Vari- 
Vue signs allow a different picture 
or message to change continuously Fasson Products 
as the viewer moves. Sales offices in: 

In this way, the viewer sees one 
message as he approaches the sign, 
another as he passes by. 

Where the Vari-Vue signs are 
stationary, as for point-of-purchase 
displays, the animation performs 
from side-to-side. Where they are 
mounted on objects to be handled, 
up-and-down animation takes place Creative Men Only 
to permit closer viewing. 44 





Your customers and prospects put 








Fasson Products 
Dept. AION 
250 Chester Street 
Painesville, Ohio 
Send me FASSON Stock Prices and FREE Calendar. 
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Boston Detroit 

Chicago New York 

Cleveland Oakland, Calif. 
Philadelphia 


Company 


Street 


ie | 


Zone —— State 


ieee 


You are invited to accept a License to receive 
aphieasigh eatiatae apod the Stivers Studio Handbooks of Attention- 


4 : 
a Ov | e - M ite Getter Cartoons. Create outstanding messages! 


i Used by national Leaders. 4,000 proofs now, 
ATL Cen e ‘ ger 1,000 new yearly. Free Folder to recognized 


= ~~ agencies, National Advertisers only! 

@ Theater Quality ; STIVERS STUDIO 
16mm Sound Projector ' e Ss z BOX 32684 « SAN FRANCISCO 19, CALIFORNIA 

@ Easiest to Use ea 

® Lowest in Cost 

® Lightest in Weight 

@ 50,000 Users 


Can't Be Wrong || Complete Photo Services 
Complete $298.50 8 x 10 prints as low as 8!/2c ea. 


; yt THE H A R W A L D - Enlargements—Wallet Prints 
Just for kicks, let’s try one shot with co. 


438 Sixth St. N.W. 
the product in it. 1216 Chicago Ave., Evanston, Ill. * Ph.: DA 8-7070 WAL I, CANTON, OHIO 
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Putting the public behind the wheel of a remarkable new car is 
no easy job. Dealers have to be told how to sell it, how to service 
it, and how to tie-in with the advertising. 

Edsel Division of the Ford Motor Company set-up an audio- 
visual program to do the job. Bell & Howell Filmosound movie 
projectors are an important part of the program. Every Edsel 
Field Office is equipped with this famous 16mm sound projector 
and it is also being offered to all Edsel dealers. 

A vital communications tool, Filmosound is rugged and 
trouble-free. You may stop it for single-frame viewing or reverse 
it for review. Operation is smooth and solid. Powerful sound 
system fills largest rooms. 

Your company, your school, your church can use Filmosound 
to train and teach better. Talk to your Bell & Howell dealer or 
write Bell & Howell, 7172 McCormick Road, Chicago 45, III. 


It’s easy to see why Filmosound outsells all 

other 16mm sound projectors. Note the clean, 

compact design, the convenient controls. So 

simple a child could run it. Bell & Howell fea- ’ be, 4 i | j i 
tures include powerful 15-watt amplifier, large > & Ow e 

8” speaker, all-gear drive, 5-element lens, 

double condenser and metered lubrication. FINER PRODUCTS THROUGH IMAGINATION 
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The Edsel 
GREEN 


LINE 


Audio and visual aids are playing a key role 


in the introduction of the new Edsel through a unique 


dealer-salesman-customer information program accented 


by multiple purpose sales and training aids. 


Multiple purpose sales aids are 
the key to a dealer-salesman-cus- 
tomer information program devel- 
oped to help sell the new Edsel. 
Called “The Green Line Program,” 
the unique sales approach involves 
seven promotion tools: 


@ Color sound slide films. 
® Stereo viewers. 

e Black and_ white 
sound slide films. 

@ Newspaper-type retention mate- 
rial. 

@ Showroom display rack. 

@ Slide chart. 

e Tabular data sheets. 


comparison 


Developed by Edsel and Regan 
Film Productions Inc., Detroit, the 
Green Line program is designed to 
provide dealers with continuing 
monthly sales training material, 
which can double as effective sales 
tools aimed at potential customers. 

In introducing the program, Edsel 
explained that it was designed “to 
put sales promotion materials in the 
front lines of the automobile busi- 
ness — at the point-of-purchase.” 


1. Color sound slide films .. 
Two sound slide films in color are 
designed for basic presentation of 
product features. They are made 
from a customer viewpoint to get 


the latest ideas over to the sales- 
man so that he can make these 
same ideas easily understood by the 
customer. 

One version of the films is di- 
rected to salesmen; the other to 
customers. Meeting guides are fur- 
nished with the sales meeting films 
to help conduct the meetings. 

A DuKane “Micromatic” sound 
slide film projector has been se- 
lected as the recommended equip- 
ment for use with the film pro- 
gram. It has a built-in screen for 
desk top presentations, but can also 
be used for big screen projection 
in sales meetings. 


2. Stereo viewers .. A three 
dimensional viewer kit provides 
Edsel salesmen with a tool with 
which they can walk right into a 
potential customer’s home or office 
and show the complete line. The kit 
contains a viewer and five reels of 
stereo pictures — one each on the 
Ranger, Pacer, Corsair, Citation and 
Station Wagon models. 


3. Black and white sound slide 
films .. A third tool which will be 
part of the Green Line program is 
a series of six comparison sound 
slide film meeting packages. The 
complete program will contain six 
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Slide Charts . . The Edsel Fact-O-Grap 






by-feature with other“autamobiles is easily carried 


and can quickly be used by salesmen. 
Riinincs 





Viewers . . Customers are influenced by the 
three dimensional viewer kit. The entire Edsel 
line is presented in graphic, stereo color pic- 
tures taken with the customer in mind. 





Slide Films . . At sales meetings product and comparison of 


films become the main feature. The sound-slide films fea- f 
ture short sequences which are designed to stimulate meet- 


ing discussion f 








Customer Films . . Product and comparison films 


Monthly Meetings . . The inside spread of the Edsel Green Line bulletin be- 
are designed not only for sales meetings, but to comes a focal point during monthly sales meetings. Bulletins are accom- 
carry the Edsel story directly to prospects as well. panied by special meeting guides with additional discussion material. 
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Edsel Green Line . 


up with national Edsel news. 


black and white slide films, records, 
meeting guides and retention mate- 


~conblal. The films will compare com- 


petitive “tars~with the Edsel line 


and will be issued soon 
petitors announce their 1958 lines. 
The films are described as of the 
“lights-on” type, made in short se- 
quences for the convenience of sales 
meeting discussion leaders. After 
running a short sequence, the dis- 
cussion leader can stop the film, 
turn on the lights and discuss the 


“uo Sequence. 


“fn..a typical package, the dealer 
will ha¥e.the use of the film and 
meeting guidé - his sales meet- 
ings. He keeps a copy-of the news- 
paper-style retention maté@rial and 
passes other copies to his salesm 
The salesman, in turn, reads the 
material and can then utilize the 
same material and the information 
it contains to influence customers. 


4. Edsel Green Line newspaper 
- « Eleven newspaper-style —bulle- 
tins will be issued monthly follow- 
ing the release of the comparative 
slide film packages. Each will be 
accompanied by a meeting guide to 
enable the dealer to hold a sales 
meeting before passing out the bul- 
letin to his salesmen. 

The front and back pages of the 
Edsel Green Line will carry Edsel 
news from all over the country. 
Comparative data will be carried 
on the inside spread. As with the 
newspaper-style retention material 
issued with the comparative films, 
salesmen are given copies after the 


. This four-page monthly 
newspaper helps salesmen brush up on Edsel 
comparative product information and to keep 


“~,,.Plastic coated for 


Reaching Customers 


. « The Edsel Green Line can also be used by salesmen 
to influence prospects right in their homes or offices. It is designed for easy 
folding and carrying. The newspaper format was selected ‘‘because research 


has shown that newspaper stories are easier to remember.” 


meetings which they can use for 
customer demonstration and_ to 
brush up on any point they may 
have considered vague. 
The newspaper format was se- 
dsel says, because “re- 
search has s newspaper 
stories are easier to rem > 
The Green Line will be a four- 
page 18x22” paper — salesmen, 
says Edsel, “like something big, yet 
compact.” The paper folds easily 
to fit a briefcase, but offers an im- 
pressive presentation when opened 
in front of customers. 


5. Showroom display rack . . 
The inside pages of the Green Line 
will be mounted back-to-back and 
hanging on a 
Ss ‘oom display rack. Retention 
materialsent with the comparison 
films will alsé“be_plastic coated for 
display on the rack: The showroom 
display unit will make cotnparative 
selling data instantly available“fex, 
customer demonstration. 


6. Slide chart . . Slide rule type 
Fact-O-Graphs will provide another 
kind of ammunition for use by 
salesmen in comparing Edsel fea- 
tures with other cars. The Fact-O- 
Graph quickly shows a_ salesman 
how the Edsel car lines up with its 
competitors on a_ point-by-point 
analysis. It provides an easily car- 
ried promotion tool. 


7. Tabular data sheets . . More 
detailed comparative data is availa- 


Data Sheets . . More detailed 
comparative data is available 
to salesmen through six special 
tabular data sheets designed 
to fit the guidebook. 


aU aaa 


ae 


<M 


Display . . Inside pages of the newspaper 
are mounted back-to-back and plastic 


coated for use on special display racks. 
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|EDSEL | 


sells with DuKkane 


AUTOMATIC 
sound slide film projectors 


To introduce the new addition to the Ford family of fine 
cars, Edsel, like hundreds of American industries, large 
and small, chooses the DuKane Micromatic. For solving 
sales and training problems of all kinds, the compact, 
portable Micromatic provides perfect coordination of 
sound and pictures, automatically. 


male 
e automatic film advance, triggered 


by ‘‘silent sound,'’ always per- 
fectly timed 


eautomatic rewinding with Du- 
Kane's exclusive ‘‘inside-out"’ 
film cartridge . . . the film is imme- 
diately ready for the next showing 


e desk-top or big-screen projection 


as 
ia) 


be 
: - “ 
Pe . 


2G * built-in screen for viewing by 
=a eae small groups 


* ... the carrying case has its own 


WRITE TODAY 


Please rush the facts on the new ‘‘Micromatic.” 


DuKane Corporation, Dept. ARE-107 
St. Charles, Illinois 


NAME 
ADDRESS 
CciTy— 
FIRM 


i sities iieinitinibmliamanaialal 


First in automatic sound slidefilm projectors 
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| ble to salesmen through six data 
| sheets designed to fit the salesman’s 
| guide book. 


| 
| 


The Green Line program was de- 
veloped after a careful analysis of 


| other sales promotion programs in 


the auto industry. It is offered to 


| dealers on a subscription basis. 44 


New Public Service Film 
Premieres in Theater 


The theory that industrial films 


| are becoming more professional in 


recent years was given ample sup- 


| port recently when a public service 


film produced for the National Assn. 
of Investment Companies premiered 
as a theatrical short subject at the 
Paramount Theater, Newark, N. J. 

The eight-minute animated film, 
The Hope that Jack Built, details 
the intricacies of diversification, 
professional management and _ in- 
vestment through the story of its 
main cartoon characters, Jack and 
Penny Saver. 

Directed and animated by Gran- 
tray-Lawrence Animation Inc., 
Hollywood, and produced by Robert 
Lawrence Productions Inc., New 
York, the film was first planned for 
tv stations, service clubs and other 
non-theatrical groups. 

Due to the interest shown by mo- 
tion picture exhibitors in the film 


| because of its high entertainment 


value, however, release plans have 
been changed to give movie houses 
top priority. 44 


New Projector 
Always in Focus 


A new slide projector, being in- 
troduced by Bausch & Lomb, 
Rochester, N. Y., is the first auto- 
matic projector, according to the 
manufacturer, that has eliminated 
the necessity for refocusing as each 
new slide reaches the screen. This 
is done through controlled pre- 
heating of the slides as they are 
carried in the slide holder to pro- 
jection position. 

Other features of the new 2x2” 
projector, the first B&L consumer 
product in many years, are a sturdy 
case, a panel with all controls, a 
choice between automatic and hand 
changing of slides, and a general 
clean design. When set on auto- 
matic, slides can be changed as 
rapidly as every four seconds, or 
as slowly as one a minute. A re- 


| mote control cord allows interrup- 
tion of the cycle. 


The projector comes in two mod- 
els. A 300-watt model is somewhat 








simpler, without the automatic time 
cycle control, and retails for $84.50. 
The fully-automatic model, with 
500-watt bulb, sells for $149.50. An 
illustrated circular is available. 


- for more details circle 537, page 113 


Bell & Howell Releases 
Two New Soundfilms 


Two new 400’ soundfilms designed 
to aid users of motion pictures in 
business or education have been 
released by Bell & Howell, Chicago. 

The first, entitled Ideas and Film, 
is a color feature illustrating the 
various industrial applications of 
motion pictures. Actual examples of 
the use of telephoto, microscopic, 
time-lapse, and high-speed cine- 
matography are shown in the film 
plus sequences showing the slow- 
motion shattering of a lamp bulb, 
the action of a guided missile from 
launching to landing, and an in- 
dustrial time-and-motion analysis. 

The second film, How to Operate 
the Bell & Howell Sound Projector, 
is of major interest to institutions 
training new projectionists. In ad- 
dition to illustrating the setup and 
operation of the Filmosound, this 
film also gives valuable pointers on 
changing amplifier fuses, replacing 
lamps, and other minor mainte- 
nance problems. 

Both films are available on a free- 
loan basis from Bell & Howell au- 
dio-visual dealers, or may be pur- 
chased direct from the producing 
studios. 

Ideas and Film may be purchased 
at $79.95 per print (color and 
sound) from Tele-Cine Film Stu- 
dios, 100 South Northwest Highway, 
Park Ridge, Ill. How to Operate 
the Bell & Howell Sound Projector 
is available at $36 per print (black- 
and-white and sound) from Inter 
national Film Bureau, 57 East Jack- 
son Blvd., Chicago. 44 


Booklet Charts 23 Steps 
To Successful Movies 


Sparkled with humorous cartoons 
and helpful tips, a booklet entitled 
How to Make a Movie . . . from 
Roger Wade Productions Inc., N. Y., 
offers 23 steps to follow when mak- 
ing a film. 

The 23 steps start right at the 
planning stage of a film and con- 
tinue through the writing, editing, 
production and up to ordering the 
release prints. 

Written in such a way as to re- 
move many of the amateur’s fears 
about making a film, the booklet 
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to develop ideas and client needs 
into a reality through the use of 
motion pictures, slide films, stage 
presentations and graphic arts 
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BRUO-THER !!! 


What readership does to a handsome magazine! 


It gives our conscientious production manager nightmares— ee 


Advertising HRequirements 
condition of AR after it has been in readers’ hands a few days! 


: runs these FULL FEATURE SECTIONS every month: 
We've seen them after a week or so’s use—pawed over—pored ‘ Art and Photography 


but he’s the only one with a tear to shed over this customary 


Photoengraving and 
over and thumb-worn. And we're glad, because it shows so 


= Audio and Visual Aids Platemaking 
amatica at a valuable / become in i , 
dramatically what a valuable working tool AR has become i Seerhteeien ——— 
its own advertising sphere. 


Packaging and Labeling Specialties 


To anyone who has production, promotion or merchandising Layout and Typography Printing and Binding 


products and services to sell to the advertising world, this bat- Paper Radio and TV Production 


tered shape is a mighty important piece of evidence. It means Signs and Identification Shows and Exhibits 
Materials Window and Store Displays 
m 


AR Readers come from the heart of advertising: 


tremendous odds on an advertiser's message being seen, and 


thoroughly considered, by responsive prospects in AR’s circu- 
lation. 


a Advertising management of national, regional and large retail 
AR has more than 21,000 monthly readers. These are the : , , : 


advertisers eee 
managemer eople who are interested in usea e 1ageas, me oas 
n it p l I r ter t j bl | n th | 


Promotion and production management of magazines, news- 
and the creative processes that make advertising work. And 


papers, business papers, radio and TV Stations... 
their hands are on the purse-strings controlling more than 


Production, art and merchandising departments of advertising 


$3,000,000,000 spent annually for sales promotional and ad- agencies and major advertisers... 


vertising materials and services. 


Advertising in AR is good business — and if you are not 
already carrying a schedule there, you are missing one 


of the most effective approaches to your market you can find! 


Advertising Requirements 


Published by the publi ; of Advertising Age and Industrial Marketing a 200 East Illinois St.. Chicago 11 
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ends, however, by gently advising 
him to call in a professional film 
producer and states logical reasons 
for doing this. 

- for more details circle 538, page 113 


Synchronizing Service 
Developed for Speeches 


A new electronic development 
that enables the speaker’s words to 
synchronize with off-stage effects 
has been developed by the Tele- 
PrompTer Corp., N. Y. 

Called “TeleMation,” the new 
system does away with the previ- 
ously hit-or-miss problems of syn- 
chronizing off-stage effects with the 
speaker’s words by wiring the Tele- 
PrompTer, the company’s prompting 
device, in such a way that it works 
like an alarm clock that turns on 
the radio, toaster, etc. 

Precisely as the speaker says a 
cue word, an aluminum strip posi- 
tioned on the TelePrompTer script 
reaches a contact. An electronic cir- 
cuit to the TeleMation unit is trig- 
gered and the desired effect — 
whether it be recorded music, a 
spotlight, or the operation of a slide 
projector — takes place automati- 
cally. 

According to the company, the 
unit allows no possibility of error 
or mis-timing since every effect is 
literally locked into place before 
the speech is given. 

Details are available. 

- for more details circle 539, page 113 


That Anniversary Challenge ... 


Steffen Dairy Keys 
75th Birthday Party 
To the Good Old Days 


The anniversary of any business 
is, for advertising and public rela- 
tions people, a summons to do some- 
thing special which cannot be de- 
nied. It’s a logical milestone, a 
stopping-off place to review suc- 
cesses of the past and reveal dreams 
for the future. 

But how shall you handle it? 
What will be the theme, the em- 
phasis? It can be one week of fan- 
fare, or one month, or an entire 
year. You can take sedate institu- 
tional bows, or issue robust chal- 
lenges—or both. “Anniversary” can 
be a time for open houses, press 
parties, executive statements, flood- 
lights and fanfare. In any instance, 
its an occasion which demands a 
charted course, an_ established 
budget, and sensible coordination. 


detroit, 3 


» A successful case-in-point is the 
current 75th (diamond) anniversary 
campaign of Steffen Dairy Foods 
Co., Wichita, the largest independ- 
ent dairy in Kansas and one of the 
oldest. This company chose to tell 
its story throughout the year 1957. 
It also chose to key it to history and 
memories of bygone years. 

“We believe in the attention- 
getting value of the ‘good old days,’ 
especially here in Wichita where 
there’s quite a bit of pride in the 
colorful history of the Old West,” 
declares John D. McEwen, Steffen’s 
promotion-minded president. 

“We've pitched the 75th anni- 
versary campaign this way, to make 
it interesting to everyone, young 
and old. For the most part, our 
present-day business and products 
will be tied in with low-key institu- 
tional references.” 

Elaborate as the Steffen campaign 
is, the cost will be only about 
$25,000 above its normal advertising 
and sales promotion, which will fol- 
low closely their normal patterns. 


>» Major effort in the year-long cam- 
paign is a series of nine monthly tv 
“spectaculars” entitled “Steffen’s 
75.” These 90-minute Sunday after- 
noon programs feature motion pic- 
ture classics of grandpa’s day. Kick- 
ing off the series was “Son of the 
Sheik,” starring Rudolph Valentino. 
Other famous stars of yesteryear on 
the series include Lillian Gish, Fan- 
nie Brice, Conrad Nagel, Gloria 
Swanson, Norma Talmadge, Bebe 
Daniels, Walter Huston and Douglas 
Fairbanks Sr. 

However, a share of the credit for 
the show’s popularity belongs to 
cleverly conceived and _ executed 
local commercials. On each _ pro- 
gram, several skits up to 10 minutes 
in length are presented. These are 
enactments of authentic anecdotes 
from the pages of Wichita history, 
staged on elaborate sets represent- 
ing the original “Steffen’s Bon-Ton 
Restaurant & Bakery.” 

“These sets cost about $500, re- 
quired eight weeks to build. We 
believe they're the most elaborate 
ever designed in the Midwest for tv 
commercials,’ says Ralph Latimer, 
advertising manager for Steffen. 
“But of course we will use them 
some 25 times throughout the year.” 

Props and actors’ clothing are 
true to the mode of 1882. Skits in- 
clude reference to topics current to 
the time, such as well-known politi- 
cal issues and personalities; cattle 
drives; low prices of everyday com- 
modities; the Wells Fargo; and new 
inventions like the telephone. 

“The same characters appear in 
each skit. Always the central person 
































Are you an 
Executive with 
a training 
problem ? 





















































Do you need a 
clear, crisp way of 

yX*, telling the story 
- of your com- 
pany’s policies 

and procedures? 

































































Chances are we've solved a 
similar problem — visually. (It 
won't cost you anything to ask. ) 


The Chartmakers, Inc. 


SPECIALISTS IN 


Visual Telling and Selling 


480 LEXINGTON AVE., NEW YORK 17 
MU 8-2760 — Just ask for “Sales” 


































































































speed understanding 


They can help you say it better, 
easier, and with greater impact. 
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Portable Whiteboard Easels, Giant Roll- 
Around Easels, Heavy Duty Chart Easels, 
High-Low Easels, Portable Aluminum Lecterns, 
Folding Flannel Boards & Magnetic Chalk 
Boards, Giant Paper Pads, Wall Easels 
and many other visual aids— 









































Designed by oral-visual specialists 
and produced by the world’s largest 
manufacturer of  all-aluminum 
equipment for group communication. 

















Write for free 24 page catalog. 


ORAVISUAL COMPANY, Inc. 


FACTORY, BOX 609 A- ST. PETERSBURG 2, FLA. 
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PLEXIGLAS oval faces of Standard Oil of Indiana signs are 7’ x 10’. Formed PLEXIGLAS rooftop letters are 4’ high. 


Day and Night 


you see big names in 





Wren sign faces and letters are made of 
PLEXIGLAS* acrylic plastic, they work for you 
around the clock. Their legibility and colorful 
appearance are outstanding, day and night. 
Internal lighting gives them the additional eye- 
catching power of complete luminosity after 
sundown. Maintenance costs are low. No won- 


der the country’s leading advertisers are giving 





PLEXIGLAS a major role in their sign programs. 


Whether you need a single sign, or thousands, 
you will get more for your money when you 
say it? with PLExXIGLAs—the outdoor plastic 
that resists weather and breakage. We will be 
glad to send you literature, color samples and 
the names of sign companies experienced in 


the use of PLEXIGLAS. 


Chemicals for Industry 


rN ROHM ¢& HAAS 


COMPANY 
WASHINGTON SQUARE, PHILADELPHIA 5, PA. 






Representatives in principal foreign countries 


Canadian Distributor: (7y)lal Gla & Plastics, Ltd. 130 Ou 


Ouay / ast. ‘Toeror Ontario, Car 


SAME DAY 


slide 


SERVICE! 


on all types 
Tata tells mae) (ol a 


ADMASTER is New York's top 
resource for any and all types 
of slide preparation work. For 
every type projector... black- 
and-white or color. . . one-of-a- 
kind or large runs. Put Ad- 
master’s “know-how” to work 
for you ... no charge or obliga- 
TMM aise Morita 


FREE BOOKLET containing 
price lists, ideas and how-to-do- 
it information on more than 200 
photostatic, photographic and 
slide services available at Ad- 
master. Write or call: 


Admaster 


PRINTS INC. 
1168 6th Ave., N. Y. @ JUdson 2-1396 


You Get Things Done With 
Boardmaster Visual Control 


Gives Graphic Picture of Your Operations— 
Spotlighted by Color 


Facts at a glance — Saves Time, Saves 
Money, Prevents Errors 


Simple to operate — Type or Write on 
Cards, Snap in Grooves 
Ideal for Production, Traffic, Inventory, 
Scheduling, Sales, Etc. 


Made of Metal. Compact and Attractive. 
Over 200,009 in Use 


Complete price $4950 including cards 


[ree | 


Write for Your Copy Today 


GRAPHIC SYSTEMS 


55 West 42nd Street @ New York 36, N. Y. 


24-PAGE BOOKLET NO. R-400 
Without Obligation 
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is a young waiter in the Bon-Ton, 
who makes ice cream in the old 
fashioned freezer and refers fre- 
quently to the boss, Nicholas Stef- 
fen,” explains Mr. Latimer. 

To end each skit, the young 
waiter (played by a station an- 
nouncer) leads the audience into a 
one-minute live commercial on 
Steffen’s ice cream in a modern 
kitchen setting. 


> Typical of the touches cf realism 
was the appearance in a recent skit 
of Hugh O'Brian, tv’s “Wyatt Earp,” 
done on a recent visit to Wichita by 
the television celebrity. He ap- 
peared briefly in front of the Bon- 
Ton, strolled by and greeted by- 
standers, just as the real Earp might 
have done in his gun-slingin’ days. 

To promote each “Steffen’s 75” 
program, a large ad is run in the 
local newspapers. The show also is 
featured on monthly handbills giv- 
ing a schedule of all Steffen radio 
and tv programs. These handbills 
are distributed in person by route 
men. 


> In addition to the tv series, Stef- 
fen’s will run nine 75” institutional 
newspaper ads featuring large pen- 
and-ink sketches of scenes in early- 
day Wichita. They will carry in- 
triguing headlines such as: 


e Ever Since Wyatt Earp Tamed 
Wichita... 


@ $13,000 Worth of Barbed Wire, 
Please 


e $10 Million Worth of Longhorn 
Cattle Help Make Wichita 


© Clang! Clang! Clang! Went Th’ 
Trolley 


In each of these, colorful copy 
will dust off the pages of history 
and bring to light some interesting 
frontier-day facts. Then it will lead 
gently into the dairy’s success story, 
attributing its long success to high- 
quality products and service. 


>’ Beyond these two year-long 
efforts in leading media, the cam- 
paign is reaching out in many other 
ways to put across its Diamond an- 
niversary message. A 34-page illus- 
trated historical booklet, The Steffen 
Story, is being distributed to some 
10,000 selected persons this year. 
With many copies a souvenir is 
given—a_ plastic paperweight in 
which is embedded an actual 1882 
silver dollar. 

“This has really made a hit,” 
Latimer points out. “We've received 
lots of requests for them, and even 
offers to buy them at many times 
their face value. But, of course, we 


aren't in the coin collecting busi- 
ness.” 


> Billboards and truck posters were 
used extensively the early part of 
1957 to kick off the campaign. The 
announcement appeared on 40 
junior-size billboards and 150 trucks 
for more than a month. In January, 
feature articles also were printed 
by both daily newspapers, the 
Chamber of Commerce magazine, 
and the Businessmen’s Association 
magazine. TV Guide printed a two- 
page feature on “Steffen’s 75”. 


> A special anniversary emblem, a 
silver diamond on a blue _ back- 
ground, was designed for varied 
uses. As a sticker, it will be affixed 
to all company stationery. It appears 
with products at dealers, and in all 
advertising. A similar insigne was 
made into shoulder patches, worn 
by all drivers on their uniforms. 
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Stepfen’s HAVE GIVEN WICHITA 
THE SOUTHWEST'S FINEST DAIRY FOODS 


Ray 


Colorful History Newspapers 
throughout Steffen’s three-state distribu- 
tion area received ads like this. 


During the year, excerpts from 
the colorful history of the company 
will be mailed frequently as feature 
articles to smaller newspapers 
throughout the firm’s’ three-state 
distribution area. 

Associated Advertising Agency of 
Wichita handles the Steffen account. 


>» “We hope a campaign of this type 
will awaken or stimulate among the 
general public a feeling of warmth 
and pride toward Steffen’s,” says 
Mr. McEwen. “The campaign is 
good-humored and _ entertaining, 
mixed with modest pride. We think 
that’s the sort of advertising the 
public likes.” 44 





‘wwe EDSEL 


Here Now! EDSEL 


Om Ce mh ey 


Introducing ..- 
the new 


Everything from window streamers and banners to yo-yos for 
the kids, perfume for Mom and golf tees for Dad is being 
used by dealers to attract attention to the new Edsel. 


Putting brand new automobiles in 
a showroom and inviting the public 
to take a peek is just the start in 
merchandising a new car — even 
when it’s the long-awaited Edsel. 
New car introductions have long 
been the focal point in the sales 
promotion program of automobile 
dealers, with extensive campaigns 
prepared by the manufacturers to 
aid in dramatizing the event. 

Edsel’s introduction date was con- 
sidered just the start in an extended 
new car promotion program, but the 
company developed an impressive 
kit of materials to make the most of 
the occasion. While many of the in- 
dividual promotion tools are un- 
usual, the Edsel announcement ma- 
terials kit is notable primarily be- 
cause of its scope and basic simplic- 
ity. 


Like the permanent identification 
materials described previously, the 
announcement pieces trade heavily 
on the simple “E” trademark and 
the green-and-white color scheme. 
A review of the items available 
makes an interesting checklist for 
any advertiser planning to introduce 
a new product. 


Invitations . . Two simple four- 
page 415x5” folders were provided 
dealers to announce the arrival of 
the Edsel. One, designed for inviting 
VIP’s for a preview, carried a cover 
teaser: “We want you to be among 
the first.” It was black and green on 
white stock, designed to be sent 
along with the general announce- 
ment invitation. The general invita- 
tion was black, green and gold on 
white stock, headed “Once in a 


EDSEL 


Lifetime. . .” A die-cut panel on the 
cover was in the shape of Edsel’s 
distinctive vertical grill. 


Teaser window trim .. A motion 
unit was the central figure in a win- 
dow trim kit prepared for pre-an- 
nouncement build-up. Focal point 
was a moving stork, carrying a bun- 
dle in its beak. The same motion 
unit was utilized as the central focal 
point in the announcement window 
trim, with additional “bundles” 
added to carry product features 
Edsel green on white was the color 
scheme. A direct mail tie-in was 
provided through 4x6” teaser cards 
featuring the stork and bundle. 


Outdoor banner .. A brilliant 
3x20’ green Day-Glo outdoor ban- 
ner carried the message, “Here 
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Point-of-Purchase Typical display 
items being used to introduce the Edsel 
include (top) a ceiling mobile, miniature 
car display, magnetic product feature 
arrows; (bottom) an under-hood mobile, 
salesmen’s business cards featuring a 
full-color Edsel illustration and a special 
literature portfolio. 


Now! Newest thing on wheels. 
Edsel.” 


Teaser tack-up cards .. Im- 
printed 12x18” pre-announcement 
tack-up cards were prepared for use 
on shop windows, poles, fences, etc. 


Wheel discs . . Discs reading, 
“Newest thing on wheels — Edsel,” 
were designed to be attached to the 
front wheels of demonstrator card. 
The discs remain stationary as the 
car moves. 


Milk bottle covers .. A die-cut 
imprinted teaser was designed to 
take the pre-announcement story 
directly into prospects’ homes. The 
slitted top opened to form a circle 
(with the “E” trademark) which fit 
over milk bottles, door knobs or car 
door handles. 


Entrance banner .. A _ special 
3x10’ Day-Glo banner was designed 
for hanging over the entrance to 
dealer service departments. It read, 
“Stop in our showroom and see All 
New Edsel.” 


50 - ar + October 1957 


Pennants . . Several styles of pen- 
nants were offered for introduction 
day. One was a 28’ string of green 
and white vinyl-coated drill-cloth 
pennants in alternating green and 
white colors. A 3x5’ flag-style pen- 
nant of green weatherproof bunting 
carried the Edsel name and trade- 
mark in white. Another style car- 
ried five 16x21” individual panels 
pre-strung on wire, which spelled 
out EDSEL — in white on green, of 
course. 


Banners. . Four 38x50” green and 
black on white satin banners carried 
the Edsel name and trademark and 
individual copy messages. Similar 
sized banners of rattan were offered 
framed in wood. 


Car cover .. A Kraft paper cover 
was designed to keep the new Ed- 
sels out of sight until the big an- 
nouncement day. They were im- 
printed with the Edsel trademark in 
green. 


Mobiles . . Two mobiles were de- 
signed for the introduction. One, 
with six individual green and white 
panels, measured more than 4’ high 
and 3’ wide and was designed for 
hanging in sets or individually from 
the showroom ceiling. The second, 
carrying various engine features, 


was designed for hanging from the 
opened hood of an Edsel. 


Corrugated trim roll . . Corru- 
gated trim rolls, 36’ long by 20” 
high, repeated the Edsel slogan, 
“Newest thing on wheels,” and a 
trademark eight times in green on 
white. 


Features display .. A 12x36x39” 
table display with light and motion 
featured the Edsel’s unusual instru- 
ment panel, self-adjusting brakes 
and new Teletouch control located 
on the steering post. Brake linings 
moved in and out, warning lights 
on the dash lighted up and a moving 


hand pointed to the Teletouch but- 
tons. 


Steering wheel dise . . A simple 
green and white die-cut card was 
designed to fit neatly around the 
Teletouch control in the center of 
the steering wheel, calling attention 
to this exclusive new feature. 


Model pictures .. Dealers were 
offered 18 full-color 11x23” pictures 
of every model in the Edsel line. 


Miniature cars . . A compact 
miniature car display was designed 
to hold 12 different Edsel minia- 
tures. It was designed for tabletop, 





hanging on walls or suspension from 
ceiling. The realistic models had 
black vinyl tires, clear plastic win- 
dows, chrome bumpers. They were 
designed both for use with the dis- 
play and other promotion purposes. 


Edsel Youngster .. A junior-size 
replica of the new Edsel, approxi- 
mately 64” long, was offered to 
draw kids to the Edsel showroom. 
Powered by battery, the realistic 
model can actually be driven 
around the showroom by the young- 
sters. 


Changing message display . . 
A 24x36” animated unit presented 
two messages, changing from “Ed- 
sel” to “Newest thing on wheels.” 


Edsel plaque .. A general use 
item is a 3’ green and white plastic 
replica of the “E” trademark, de- 
signed for wall use. 


Magnetic plaques .. Ten im- 
portant Edsel features were pointed 
out by magnet-backed 3x5” arrows 
designed to be quickly attached to 
any steel part of the car. A pro- 
tective coating prevented scratching 
of the car finish. 


Identification plates . . White 
and green license plates with car 
model identification also had a mag- 
netic attachment for easy insertion 
and removal on cars. 


Color and upholstery book . . 
Edsel’s emphasis on simplicity was 
evident in the special book designed 
to show color combinations and up- 
holstery styles. It was designed to 
eliminate bothersome “flip-flop- 
ping,” with solid and _ two-tone 
colors pictured plus actual uphol- 
stery swatches and color chips 
shown as a single unit. 


Data sales manual . . Complete 
engineering information for all Edsel 
models was included in _ special 
salesmen’s books — 9x17” ring bind- 
ers with leather-bound covers. 


Postcard racks .. A distinctive 
rack was designed to hold color 
postcards showing six Edsel models. 
Cards were available with or with- 
out dealer imprint. 


Business cards .. A unique busi- 
ness card was designed for Edsel 
salesmen. A four-page card, the 
front carried just the “E” trade- 
mark in green on white. Inside 
right page carried a full-color pic- 
ture of the new Edsel. Inside left 
had dealer imprint, salesman’s 
name, phone number and address. 
The back was blank for prospect 
notes. 


Portfolio . . A high gloss finish 
portfolio to hold literature was de- 
signed for personalizing with the 
prospect's name on the cover. A 


special position on the inside pock- 
ets was included for the salesman’s 
business card. 


Salesman’s badge . . A changing 
message badge was included in the 
announcement kit. At one angle it 
read “Edsel;” at another, “Newest 
thing on wheels.” The badge had an 
adhesive tab to carry the salesman’s 
name. 


Umbrellas . . Three styles of um- 
brellas, with alternating green and 
white stripes offered several pro- 
motion possibilities. A giant 15’ um- 
brella was designed for use on used 
car lots to shade customers from 
sun and rain. A 6’ beach umbrella 
and a smaller golf umbrella were 
also included. 


Specialties . . A variety of adver- 
tising specialties were part of the 
announcement kit package. Most of 
them featured the simple “E” green- 
and-white logo. Included were 
Scripto pens and pencils, Zippo 


Specialties . Edsel’s green-and-white 
colors and the ‘’E’’ trademark get an 
extensive workout in the variety of ad- 
vertising specialties selected to help 
dealers stir up local excitement. Items 
include (row 1) umbrellas, pocket view- 
ers, compacts, key cases; (row 2) gold 
keys, tie clips, lapel buttons, ash trays; 
(row 3) earrings, money clips, drinking 
glasses, caps; (row 4) matchbooks, cuff- 
links, balls and even yo-yos. 
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Coming Soon... 


Here Now! Sak 


Newest Member of the Ford Family of Fine Cars 


Changeable Display . 


. A special green-and-white window trim was developed by 


Edsel for dealers’ showrooms. A motion unit featuring a stork and bundle remained 
in place during both the pre-introduction period and after cars went on display, but 
other elements were changed. (The gray area indicates open grass.) 


lighters, compacts, earrings, gold 
keys, cuff links, tie bars, lapel but- 
tons, money clips, balloons, ice 
scrapers, emery board packets, 
yardsticks, glass tumblers, key cases, 
coin holder-key chains, glass ash 
trays, wood pencils, ladies’ rain 
caps, perfume, kid’s sports caps, yo- 
yos, golf tees, pot holders, hand lo- 
tion packets, chammy cloths, plas- 
tic baseballs, and miniature trans- 
parency viewers with an Edsel pic- 
ture. 


Deltox runners .. Entrance run- 
ners with an “E” trademark in 
white coming out of a green back- 
ground were made of a durable 
fiber material in 3x9’ lengths. 


Match books . . Imprinted match 
books were another of the important 
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items designed to introduce the new 


Edsel. 


Live music . . Even “live” organ 
music was planned for dealer in- 
troduction programs. Edsel arranged 
with Hammond organ dealers to 
furnish organs and operators to ap- 
pear in dealer showrooms during 
the announcement period. 


To make the ordering of an- 
nouncement materials easy for deal- 
ers, Edsel packaged pre-selected 
quantities of many of the items in 
special kits, ranging in price from 
$110 to $215. A dealer who planned 
to go “all out” with an announce- 
ment campaign, however, could in- 
vest thousands of dollars in the an- 
nouncement materials planned for 
him by Edsel. 44 


Ekco Products Announces 
New Promotion Program 


Adding a new twist to its annual 
pre-Christmas retail promotion, the 
Ekco Products Co., Chicago, has de- 
veloped a “retirement” program for 
old pots, egg beaters, knives. 

Called the “Flint Retirement 
Plan,” the program — effective im- 
mediately — enables consumers to 
“trade in” their old kitchen equip- 
ment on the purchase of new Flint- 
line equipment. 

With 23 different items in the 
line included in the retirement plan, 
consumers are allowed $1.25 on an 
old pot or pan for any one of six 
different Flint-Ware stainless steel 
cooking utensils, $1 for an old egg- 
beater if it’s traded-in on a Flint 
Precision egg-beater, and so on 
down the line. 

The key feature of the program 
is a 30-inch high, wood-grained 
heavy corrugated barrel in which 
the old and worn utensils, knives 
and tools can be “retired” in the 
dealers store. 

Ekco ships promotion material 
with each barrel for dealer use and 
allows full dealer mark-ups on the 
merchandise reduced in price for 
the special promotion plus permis- 
sion for the dealer to dispose of the 
used items as he wishes. 

The promotion is being given 
full-scale backing, with regular an- 
nouncements on “Breakfast Club” 
and additional morning commer- 
cials, plus full pages in Better 
Homes & Gardens and Ladies’ Home 
Journal. 44 


New Ekco Promotion . . . Country store- 
type barrel in dealer’s stores puts spot- 
light on company’s ‘Flint Retirement 
Plan.” 





Gift birds can be either fresh or fresh-frozen 
without affecting quality. Frozen birds 
can be shipped to destinations two or three 


Christmas... any giftworthy Occasion — | ein ios rau: 


Compare the gift-impact of a turkey on the recipient with any other 
gift of similar cost. A turkey, we believe, will outrate them all. 


A turkey is both a personal gift and a family gift. 
It's both practical and glamorous. 


If its a turkey you give, there's no risk of 
offending the most sensitive patron. 


A turkey is easy to give. You can either have the 
bird delivered directly to the home or office of the 
receiver or you can give a gift certificate redeemable 
at a convenient food store. 


A gift turkey can be almost any size or cost... 

from small new-type birds weighing 4 or 5 pounds to large toms 
up to 25 or 30 pounds. Costs are much less than 

for many other gift items of equal or greater value. _ 


National Turkey Federation mount Morris, iiinois 


National Turkey Federation 
Mount Morris, Illinois 


Gentlemen: 


Please send me without charge or any obli- 
gation on my part a sample of your inexpensive 
gift wrappings. 


State 
Offer good only in continental United States 


October 1957 
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IMPRINTED ON FINE 


Use this quality pencil 
imprinted with the new 
“Spectro-Print” process for 
distribution to customers, 
at conventions, etc. 

Leave a lasting impression 
after sales calls. When you 
repeat your letterhead 

on your advertising 
pencils you create a double 
impact. Send coupon for 
free sample and details 

of this amazing process. 


5 
UU 
5 ; 
— 
a 
a > 
2s 
”" 
and 
8 § 
a 
< 
Ww 


SHEMMMMMA 


CINCINNATI PENCIL CO. 
Nitro, West Virginia 


Details on letterhead pencil [7] 
Details on premium pencils [] 


Name 
Company 
Address 


Oe 


IIMA AAMAS 


ESTABLISHED SPECIALTY SALESMEN: A few 
choice U.S. Territories available. Write for in- 
formation. 
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Christmas Suggestions .. . 


Selected Gifts 
For You to Choose 


Unless you’ve been more well- 
organized than most of your fel- 
lowmen, you're still on the hunt 
for a gift that will not only reflect 
your company’s good taste but give 
pleasure to the receiver. 

The October roundup of Christ- 
mas gifts follows the same trend 
started by AR in the September is- 
sue in that it is designed to aid 
in the selection of a_ gift that 
matches the receiver in taste and 
inclination. 

Prices range from the economy 
brackets to the “sky is the limit” 
expenditures, and items are cate- 
gorized according to any clues you 
may have picked up concerning the 
recipient. 

As a final tip this month toward 
happy gift hunting, we suggest that 
you keep a file on this three-month 
roundup for ready reference and 
remember that almost all of these 
companies have other items of the 
same type. 


If your executive is nothing 


it. more to you than a name on 


a company Christmas list, you’re in 


a harder position to decide on the 
right gift. Best in this case to keep 
away trends and steer 


from hobby 


toward the casually personal. 


@ Matched Pocket Set ... An effi- 
ciency set of an “accordion” pass- 
case billfold, a six-hook key case 
and a matching “Ivy League” pock- 
et secretary that even contains a 
note pad plus pencil. Set is of 
smooth cowhide in Saddle Tan. 
Price is $12. 
Amity, West Bend, Wis. 


© Polaroid Land Camera . . . No 
matter what course his life runs — 
to sports, home, travel, or what 
have you — he'll enjoy the fun this 
Christmas gift can provide. Need- 
ing just 60 seconds from the click 
of the shutter to the finished prod- 
uct, the Polaroid Land Camera en- 
ables even the amateur to get good 
close-ups, portraits, and _ action 
shots. All models are synchronized 
for flash attachments and copies 
and enlargements can be obtained 
directly from the original prints 
even if it’s years later. Retail prices 
start at $69.95. 


Polaroid Corp., Cambridge 
39, Mass. 


® Ronson Table Lighter... A 
handsome model for his desk or 
table, the “Nordic” model is of 
clear, clear crystal in a modern de- 
sign with a chromium-plated base 
and “plume arm.” Retail price is 
$19.95. 


Ronson Corp., 31 Fulton St., 
Newark 2, N.J. 


@ Schick Powershave Some- 
thing new in electric shaving, the 
Powershave is equipped with a 
newly developed motor that enables 
tough beard-shaving at top speed. 
Additional advantages include a 
larger shaving surface, and “built- 
in” whisker guides designed to pop 
the whiskers out for close shaving 
below the skin level. Retail price 
is $29.95. 


Schick Inc., Lancaster, Pa. 


If he appears to be “strictly 
——~ 


te, business,” then remember him 


with a gift for his office. 

® Pocket-Planner Set . . . Business 
monthly diaries with a day-by-day 
index that permits you to locate 
any page with a flip of the finger. 
Set provides room for date nota- 
tions for the complete month plus 
two full pages for each day’s notes. 
Includes 12 monthly planning pages 
and can be ordered to start with 
any month of the year. Available 
with top grain cowhide covers for 
$11.75; imported Morocco for $12.90; 
and genuine pigskin for $13.50. 
Quantity prices are available. 


Regency Crafts Inc., 520 Fifth 
Av., New York 36 


Pocket-Planner Set... . 





@ Miller Projector Table ...A 
unique rolling table that provides 
steady viewing by means of a built- 


in device that causes the table legs | 
to adjust to any unevenness of the | 


floor. Table has three formica-fin- 
ished shelves, 
bearing swivel wheels, 
edging and legs plus 


rubber-tired ball | 
aluminum | 
rust-proof | 


construction throughout. Available | 
with or without a two-socket out- | 


let and a heavy-duty electric cord 
that comes attached to the table. 
List prices range from $29.95 to 
$39.95 according to the model. 
Quantity discounts are available. 


Miller Mfg. Co., 3310 E. Roxboro 
Rd., N.E., Atlanta 5 


@ Dial Stamp ... A multi-purpose 
combined phrase and date office 
stamping unit, the M-2 Dial-A- 
Phrase Dater provides eleven of 
the most essential office phrases 
followed by a No. 1% line dater in 
one compact, easy-to-use rubber 
stamp. The user simply turns the 
selector key until the desired 
phrase number appears in the dial 
window ready for stamping. Blank 
space on the phrase band enables 
the use of the stamp as a standard 
line dater without a _ preceding 
phrase. List price is $2.25. 


Douglas Homs Co., 326 Jackson 
St., San Francisco 11 


If he spends all his free time 
i 0 during the week talking of his 
weekends in the great outdoors, your 
executive will 


appreciate a_ sports- 


man’s gift. 


Tacklebox Barometer... 


e Barometers Weather indi- 
cators with a novelty twist, these 
barometers can aid his favorite 
sport. Among those available are 
a Fisherman’s Barometer calibrated 
in fishing terms which tells when 
the fish are frisky and in a biting 
mood; a Golfguide barometer that 
gives direct reading forecast of 
probable playing conditions in the 
coming 12-to-24 hour period; and 


| 
| 
| 
| 
| 
| 
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fruit cake 
Here is a Christmas fruit cake made in the best 
Kentucky tradition. Delicious candied fruits, gold- 
en country butter, choice walnuts and pecans are 
added to just the right amount of richly spiced 
dark cake mix into which is blended the flavor 
of fresh fruits and Bonded Kentucky Bourbon. 
2 Ibs. $3.95 pp. 2 1-2 Ibs. $4.95 pp. 

5 lbs. $8.95 pp. 


Trappist Gift Boxes 


FRUIT 
CAKE 


we'll ship direct 
gift card included 


- 


fine cheese 


A real cheese box hand-made from native blue 
poplar and filled with an assortment of delicious 
Trappist wedges selected from our famous cheese 


cellars. 3 Ibs. $5.50 pp. 


Special INDUSTRIAL PRICES 


2 Ibs. $3.25 pp. 
21-2lbs. $3.95 pp. 
5 lbs. $6.95 pp. 


CHEESE 
3 Ibs. $4.50 pp. 
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“PIONEER 
Qualatex”* 
Advertising; 
Balloons 
Help Build 

Store Traffic” 


LOOK MOM, 
he has a 
BALLOON ! 


SURE, | Shop 

on Monday 
when my youngsters 

are welcome! 


As Monday throu 


Thursday Traffic Builders J 





OE 


[ r00m\ Atter he saw Johnn 


Sorin with one, he INSISTED 


we shopHERE ! 


Gee 
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ERS Se oy 
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The PIONEER Rubber Company 
Advertising Balloon Division 
410 Tiffin Road, Willard, Ohio 


Address 
CN wanes DOD ces Se 


Requested by 


Please send me your FREE ‘‘Advertis- 
ing Balloon Fact Pack’’. | want to run 
it up the flag pole to see who salutes! 


OVUGN . <ccaceaaeaiiiiaia 


’ ° i d i 
a yachtsman’s Weather-Hawk unit | Or phone Betty Wolfe at Willard 231 to order 
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Give Something Different! 


es Calling Card or 
Personal Signature 
Faithfully Reproduced as 


CUFF LINKS 


fired of sending the same old gift? Here's 
something refreshingly new! On lifetime metal 
we'll handcraft beautiful Cuff Links or Tie 
Bar, reproducing any business or calling card 
completely, or any signature or trademark. A 
treasured keepsake for your customers, pros- 
pects, employees, friends. Satin Silver Finish: 
CUFF LINKS, $7.95 pair; TIE BAR, $4.95. 
Gold Plated: CUFF LINKS, $8.95 pair; TIE 
BAR, $5.50. Tax included. Gift-boxed. Special 
discounts for 30 or more. Will drop ship if 
desired, Allow 2 to 3 weeks for delivery. Order 
for yourself and others. Satisfaction guaran- 
teed. Send calling cards or signatures you 
wish reproduced. Specify items and whether 
Silver or Gold, Check with order unless rated. 
No. C.O.D. please. 


CENTRAL STATES SPECIALTIES, INC. 


222 W. Huron St., Chicago 10, Ill. 


For the Greatest 
Personal Lasting Value 


Gwe 


DESK NAME PLATES 


Here is one item among thousands that 
is more personal, useful appreciated and 
LASTING as a Good Will Ambassador. It 
s assured of getting Priority Position at 
the Point of Decision 


SURPRISINGLY LOW COST 


Black polystyrene or delux metallic gold 
plated name plates are available in 7°’ 
ind 10°’ sizes, in four styles of name in- 
erts Distinctive design allows ready 
shange of name insert. Your imprint on 
the back is a constant reminder to your 
customer. Write for local representative 
to give you most convincing testimonial 
evidence 


CUSTOM WORK IN PLASTICS. 
We can help you on custom requirements 
of signs of all sizes in plastic, as well as 
Point of Purchase Display and Illuminated 
Signs 


SEND FOR COLOR CATALOG 


DESK-SIGN MFG. CO. 


Dept. A 9 
223 So. 61st St. Phila., 39 Pa. 


56 ¢ ar ¢ October 1957 





that enables even the amateur to 
forecast approaching weather with 
a seven-day chart mounted on a 
revolving drum. Retail prices for 
these models range from $7.50 for 
the Fisherman’s model; $11.95 for 
the same model built into a plastic 
Tacklebox; $14.95 for the golfing 
model to $49.50 for the Weather- 
Hawk. 


Taylor instrument Companies, 
95 Ames St., Rochester, N.Y. 


e Salt Water Soap ...A boon for 
the salt-water sportsman, this pure 
coconut oil soap lathers profusely in 
salt water or any other kind of 
suds-resistant water. List price for 
minimum package of 12 bars is 
35c. 


Mem Co., 67 Irving Place, 
New York 3 


© Jet Lighter .. . Perfect for light- 
ing a pipe in a strong wind, or 
starting the evening campfire, the 
Beattie jet lighter has a 2%” jet 
flame that can be pointed in any 
direction in addition to the con- 
ventional upright flame. Available 
with engraved or imprinted name, 
the lighters come in a variety of 
models that retail from $4.95 to 
$49. 


Beattie Jet Products Inc., 
19 E. 48th St., New York 17 


If he rushes home from the 
“S\, office instead of out on the 
town, then send him a gift he can 
enjoy with his family. 


© Cheffing Cabinet .. . A toast to 
his taste for good food, this gift 
combines the elegance of a distinc- 
tive wood cabinet and an epicure’s 
delight in an assortment of fine 
herbs and seasonings. Cabinet is 
15%4x20%”; contents include 16 
fine seasonings including a special 
barbecue sauce and three different 
salad dressings. Retails at $19.75. 


House of Herbs Inc. 
Salisbury, Conn. 


@ Zodiac Coaster-Ashtrays 

Party-starting conversation pieces, 
these stainless steel coaster-ash- 
trays are available with any one of 
the 12 zodiac signs etched on the 
top and the matching horoscope on 
the back. Set of 12 different signs, 
$10.20; set of four, same sign, $3.50. 


Gerity-Michigan Corp. 
Adrain 1, Mich. 


® Twin-Dial Clock . . . Perfect for 
a bedside table between twin beds, 
this two-faced beauty has a clock 
face on either side. Model is an 
eight-day, seven-jewel movement 


finished in gilt mail-chain effect 
against a beige grosgrain. Retail 
price is $32.50, plus tax. 


Semca Clock Co., 30 Irving 
Place, N. Y. 


Twin-Dial Clock... 


@ Bronze Candy Dishes . . . The 
“new look” for entertaining in rich 
candy servers of solid bronze. 
Available in an elegant slim style 
of 12x34” for mints or nuts, or in 
a bouffant style measuring 8'x 
54%”. Each dish is in the $8 price 
range. 


The Metal Arts Co., 742 Portland 
Av., Rochester 21, N.Y. 


e Florida Basket ...A gift for the 
entire family, this holiday basket 
contains seven, three-ounce fish- 
bowl jars of assorted jams and jel- 
lies. Octagonal basket is reusable, 
jars are colorfully decorated with 
floral designs. Price is $2.50. 


Mactavish Preserves Co. Inc., 
230 Third St., Brooklyn 15 


© Ekco Kitchen Sets . . . Welcome 
in any kitchen, these streamlined 
stainless-steel kitchen tools are now 
available in two new gift sets: a 
four-piece starter for $6.95 retail 
and a nine-piece master set for 
$21.95. Both sets come equipped 
with stainless-steel wall holders. 


Ekco Products Co., 1949 N. 
Cicero Av., Chicago 


@® Thermorama Tumblers . . . Gra- 
cious serving in insulated tumblers 
inlaid with a fully contoured 
wrought iron design. 3-D_ inlaid 
wrought iron pattern is available in 
eight decorator colors. Gift-pack- 
aged, four-piece set is priced at 
$1.75; deluxe set of eight, $3.50. 


Marvel Plastics Mfg. Corp., 
265 Greene Av., Brooklyn 38 


© Black Angus Traveler . . . Pack- 
able and practical, this infra-red 
broiler will broil the family steaks 
to a turn whether it’s put to work 
in the kitchen, on the porch or in 
a vacation cabin. In addition to 
broiling, the unit can toast bread, 
and has a special burner on top for 
frying or broiling. Broiler measures 
14x742x73%4”", operates on AC or 
DC, has three adjustable cooking 





October 1957 + ar «+ 55 


When you need large-edition color printing, call in the Clement man. 
Talk it over and give him the details of your requirements. If he finds that Clement 


can handle the job, he'll show you how. If not, he'll tell you so. It's a management policy. 


You can depend on him. He’s fully authorized to represent Clement's technical printing knowledge 


and facilities. His in-plant training is careful and extensive. His experience helping other 


customers is wide. Another reason why leading businesses use color printing by Clement. 


J. W. CLEMENT CO. Manufacturers of Quality Printing 


Executive Offices & Plant: 8 LORD STREET, BUFFALO 10, N.Y. 


SALES OFFICES: Graybar Bidg., New York, Fisher Bidg., Detroit. SUBSIDIARIES: Pacific Press, Inc., Los Angeles, Phillips & Van Orden Co., San Francisco 


8 LORD ST., BUFFALO. N.Y. 245 ERIE ST., BUFFALO, N.Y. 5201 S. SOTO ST..LOS ANGELES, CAL. 4TH &@ BERRY STS., SAN FRANCISCO, CAL. 





levels and an aluminum tray with 
removable handle. Shipping weight 
is six lbs: retail price, $17.95. 


Marium Mfg. Co., 60-06 37th Av., 
Woodside 77, Long Island, N. Y. 


@ Personalized Serving Tray 
Distinctive serving in a handsome 
tray of gold .vacuum-molded plas- 
tic background with a glass top and 
black hardwood frame and handles. 
Tray measures 10%x19%4” and is 
available with golden fish, dog, 
horse, duck or pheasant raised de- 
sign and recipient’s name in raised, 
golden letters. Hidden rubber legs 
protect table tops and an easel en- 
ables tray to be used as decorative 
piece. The tray is not sold retail 
and price is $15. 


Trade Mark Specialty Co., 
2613 Stevens Av., So., Minneapolis 8 


v% Is he the “easily bored” type? 
io, Then let your imagination run 
as far as your budget will allow with 


a novelty item. 


@ Musical Novelties ... Always ap- 


pealing, these imported items charm 

the receiver with their lilting tunes. 

low-priced gifts avail- 

able in this category are wind-up 

musical key-ring holders with spe- 

cial emblems 
i 


Among. the 


possible, for from 
$2.75 to $2.25 per unit according to 
the number ordered; a_ six-cup 
musical tea pot for $3: and chro- 
mium-finished musical cocktail 
shaker for $6.25. Higher priced 
include a_ colorful singing 
bird in a gilded cage for $36; and 
a variety of hand-carved whistling 
figures for $40 per piece. 


Alfred Kende, 307 Fifth Av., 
New York 16 


items 


@ The Nite Kaddy ; 
functional, the Nite Kaddy pro- 
night storage place for 
pocket possesions. Hand-made from 
American Walnut, the unit can 
easily hold lighter, change, billfold, 
keycase, watch, plus pen and pencil. 
In the $5 bracket, Kaddies are 
available with quantity discounts. 


Novel but 


vides a 


Shaw-Barton, Coshocton, O. 


The Nite Kaddy 
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Imported Vase . 


© Imported Vase . . . Clever copies 
of the containers the ancient 
Greeks used for holding rolls of 
parchment, these black vases are 
decorated with bas-relief figures of 
mythological satyrs. The vases are 
imported directly from Athens and 
need about three weeks delivery 
time. Not available in stores, the 
price per vase is $5 which includes 
shipping charges and duty. 


V. Hibbert, Importer, P.O. Box 196, 
Brevoort Station, Brooklyn 


If his business takes him out 
it, of town frequently, a gift that 
makes traveling easier or more pleas- 
ant is the gift he'll appreciate all 
year round. 


@ Thunderbird Day-N-Niter ...a 
sleek overnighter that’s streamlined 
enough to fit under an airplane 
seat, yet roomy enough to contain 
two large pockets for his important 
papers plus a clothing compartment. 
Extremely light in weight, the case 
is made of “Atomite,” a leather- 
textured vinyl that is permanently 
molded to aircraft-light aluminum. 
Case cannot scuff, fade, chip or cor- 
rode and cleans easily with a damp 
cloth. Available in chestnut brown 
only. Shipping weight is 6% lbs; 
retail price, $29.95. 


Poloron Products Inc., 165 
Hugenot St., New Rochelle, N. Y. 


© Combination Manicure Set ...A 
handsome top-grain cowhide zipper 
case that holds all the regular man- 
icure implements of hot dropped 
forge steel plus a combination cork 
screw, bottle and can opener. Cases 
are available in tan or brown; 
come suede-lined. Retail price is 
$12.50 plus 30c excise tax. Quantity 
prices are available. 


Grifton Cutlery Corp., 
151 W. 19th St., New York 11 


© Travl Coffee Kit . Coffee on 
the move in a handy package that 


consists of a two-cup electric per- 
colator, two unbreakable plastic 
cups, two spoons, plus containers 
for sugar and cream packed in a 
carry-all bag with a zipper open- 
ing. Percolator is of heavy alumi- 
num; operates on AC or DC cur- 
rent. Travel bag is available in 
Scotch plaid fabric or nylon backed 
with a rubber coating. Prices range 
from $7.50 per kit in orders of 25 
units to $6.50 for larger quantity 
orders. 


Alfred Farber Enterprises Inc., 
71 W. 23rd St., New York 10 


© The Tefifon Handsomely 
portable, this unique gift looks like 
a smart but compact piece of lug- 
gage when closed. Open, it offers 
up to four hours of continuous re- 
corded music in the listener’s fa- 
vorite vein. Two-tone carrying 
case contains complete unit in- 
cluding amplifier, loudspeaker, tone 
and volume control, connection for 
a second speaker and “soundbook” 
tape cartridges available in a varie- 
ty of musical selections from opera 
to “top pop” tunes. Soundbook 
cartridge winds and rewinds auto- 
matically during play and can be 
changed in seconds much like a 
record on a_ phonograph. Retail 
price is $129.50. Optional AM 
radio attachment brings price of 
Tefifon up to $149.50. 


Audio Master Corp., 17 E. 
45th St., New York 17 


And then there’s .. . . the 
(te ladies! Whether she’s a_ full- 
fledged executive, the power behind 
the throne, or a blithe miss at the 
reception desk, the ideal gift for her 
should be feminine, practical, or even 
better, feminine and _ practical. 


@ Plush-Carpeted Scale Flat- 
ter her femininity with a wonder- 
ful scale that caresses her bare feet 
with fur-feel plush pile in glamor- 
ous pastels. Borg pile fabric, of 67% 
orlon and 33% nylon, won't mat, 
cleans simply with a _ detergent- 
filled sponge, and is impervious to 
stains. Scale has a_triple-plated 
chrome case and magnified dial for 
accurate reading plus a _ lifetime 
precision guarantee. Carpeting is 
available in white, pink, blue, or 
gray. List price is $19.95. 


Borg-Erickson Corp., 1133 
N. Kilbourn Av., Chicago 


© Tweed Perfume Package 
The scintillating scent that hobnobs 
equally well with a shirt and a skirt 
or a femme fatale ensemble. Len- 
theric offers a holiday touch this 
year with an exciting presentation 
package of one ounce of Tweed in 





. wow 
















a smart crystal bottle capped in 
richly-grained wood and encased in 
a sleek, see-through plastic show- 
case. Complete package retails for 
$14. Smaller sizes of Tweed are also 
available in prices ranging from 
$2.50 to $7. All prices listed are 
without excise tax. 


Lentheric, 745 Fifth Av., 
N. Y. 22 


Best GIVE-AWAY Idea in sight! 






USEFUL— Over 70% of your customers and prospects wear 





Tweed Presentation Package . 


& 


™ ; glasses . . . glasses that are cleaned 2 or 3 times a day. 
SIGHT SAVERS booklets LONGLASTING—SIGHT SAVERS booklets have an average 
imprinted with your company life of 30 days; Dispenser-Paks, over 3 months! 
6 Lady Sunbeam Dryer . .. The message. LARGE ENOUGH-— Greater attention value. Plenty of room 


for an effective advertising message. 















newest in hair dryers, the Lady FREE SAMPLES VALUABLE Purchased regularly by millions of people at 
Sunbeam keeps the drying alr on Write today—for prices and full 10c per booklet and 39c per Dispenser-Pak. 

her head instead of her face or neck pong td oo aed te can DIFFERENT— Ideal for calling cards, or convention hand- 
by means of a comfortable cap. In ee Gost dant sulsuene te Habe. outs. May be mailed without special packaging. 
addition to its faster-drying fea- Address Dept. 0122 


ture, the cap also enables the user 
to have complete freedom of her 
hands. Offering controlled heat by 
means of a four-setting dial, the 
Lady Sunbeam also includes a set- 


ting for cool air. A flexible plastic BULLETINS 


tube connects the cap and the com- 





Dow Corning CORPORATION 


MIDLAND. MICHIGAN 


CANADA: Dow Corning Silicones Ltd., Toronte 


pact motor unit. Complete unit is if you use form letters in lots of 25 copies 
aa : a2 : ° , you'll want to see these clever, 
available in * choice of pink, tur- 4-color. preprinted letter-sized forms that 
quoise, or y , : j j ge message off to a flying start; com- 
1 or yellow at a retail price mand attention and respect! FREE cata- 
of $24.95. logue. Write to NATIONAL CREATIVE SALES, 


1030 Leggett Ave., New York 55, N. Y. 





Sunbeam Corp., 5600 Roosevelt i, 
Rd., Chicago 50 
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® Three-in-One Case ... A beau- 
tiful compact with a mother-of- 


‘| top flanked both sides with — 
an attached leak-proof perfume | [ULAasL a0 4 ima 
di - and a lipstick holder. List | pk 
mee 995 A 

for 






ACTION! DRAMATIC! EXCITING! It's a RIOT! 
NOTHING LIKE IT FOR— 

@ CONVENTIONS @ COUNTY and 

STATE FAIRS @ SPECIAL ADVERTISING DEALS 

DIRECT MAIL and DEALER-TIE-IN ADVERTISING 

Rubber Money has no equal—Not only yells your 

















Heyco Creations 
307 Fifth Av., New York 










sia al r Advertising message but actually ‘DEMONSTRATES’ 
- Knapp Steam Iron . . . Feminine- LAQUES it in a novel way your prospects will understand 
ly colored irons that steam out the FREE illustrated brochure has “Save Money’’—''STRETCH DOLLARS” is a must 
wrinkles with ius dinary t: hundreds of original ideas for] Write for FREE for all buyers. “Rubber Money’ strikes home in a 
es wit just ordinary tap reasonably priced solid bronze} Brochure A very unusual, oo and open way. Never 
¢ ° s+3 s ac plaques — nameplates, awards,| For trophy medal, fails to create ‘‘Good Will’’ for salesmen and dealers 
water. Additional features of the testimonials, honor rolls, me-]| cup ideas ask for —in fact RUBBER BUCKS are TOPS in low cost 
iron include a “Steam-R-Dri Tem- morials, markers. Brochure B. advertising =. wire or phone for samples and 
” waes ir aegis a : prices. No igation. 
perature Selector,” easy filling, but- INTERNATIONAL BRONZE TABLET CO., INC 


H. MEINHARDT & CO., INC. Dept. AR-10 
4333 N. PULASKI 









ton nooks for easy gliding around 
and under buttons and a comfort 
handle. Available in sunshine yel- 
low, turquoise, or petal pink. List 
price is $16.95. 


Knapp-Monarch Co., 
St. Louis 16 


RD., CHICAGO 41, ILL. 






Dept. A-57, 150 West 22 St., New York 11 





CHEESE GALAXY — Rock Elm Carving 


Board (11” x 9” x 3%”) and stainless steel 
knife with a star studded array of fancy 
ee er te $4.95 

FOB Houston, Texas 


EUROPEAN IMPORT COMPANY 


Preston at Main Street, Houston, Texas 








@ Mirrored Table Mats... For her 
hope chest or efficiency apartment, 
a touch of elegance in flexible mir- 
rored table mats that will add 
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lustrous serving to her company 
meals. Mirrors are backed with 
pure lead for lasting sheen, clean 
with a swish of a damp cloth. The 
cut edges are specially treated for 
perfect smoothness, added glints; a 
heavy cloth base protects table tops. 
Available in rose, blue, green, or 
white. List price for individual 
mats ranges from $1 to $1.50 ac- 
cording to size. Matching coasters 
are available in boxes of six from 
80c to $1.60. 


National Products Inc., 900 
Baxter Av., Louisville 4, Ky. 


Executive Gift Folder 
Stresses Good Taste 


A folder that faces-up to the 
problems involved in selecting a gift 
for the executive is available from 
Lake City Tackle Products Inc., 
Cleveland, manufacturers of Mir- 
aqua Custombile glass fishing rods. 

Entitled Executive Gift Giving as 
a Means of Building Good Will, the 
folder stresses the importance of 
good taste in the selection of indi- 
vidual or company gifts — especial- 
ly for that hard to please type — 
“the man who has everything.” 

In addition to the gift selection 
tips, the folder lists five Miraqua 
fishing rod models that range in 
price from $6 to $25. 

+ for more details circle 532, page 113 
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Sperry & Hutchinson 
Tell Story of Stamps 


A full-color, illustrated booklet 
that tells the story of S&H cash dis- 
count stamps is available from the 
Sperry and Hutchinson Co., New 
York. 

Beautifully illustrated with color 
photographs throughout, the book- 
let explains the S&H cash discount 
stamp system, the benefits to both 
the retailer and housewife and 
shows various redemption centers 
throughout the center that stock the 
merchandise available through the 
stamp plan, plus some of the com- 
pany’s warehouses. 

+ » for more details circle 533, page 113 


Leaflet Gives Specifics 
On Specialty Name Plates 


An illustrated leaflet that de- 
scribes a line of personalized exec- 
utive name plates for desk or wall 
is available from Desk-Sign Mfg. 
Co., Philadelphia. 

Called “Desk-Sign Name Plates,” 
the black polystyrene items hold 
the name securely in place by 
spring tension of heavy vinyl pro- 
tective window, and can be pur- 
chased with or without names and 
advertising imprint. 

+ for more details circle 534, page 113 


Minox Spurs Salesmen 
With Prize Miniatures 


To add impetus to a Minox sales- 
incentive contest recently, distribu- 
tor Don Thayer spurred the com- 
pany salesmen onward by sending 
them illustrated counter cards with 
the man’s picture in the driving seat 
of the grand prize, a Mercedes-Benz 
190 SL. 

A covering letter with the color 
card asked each salesman to keep 
the card where he could see it at 
home to remind himself that he 
looked just right at the wheel of the 
contest’s grand prize. 44 


Plastic Premium Items 
Illustrated in Leaflet 


An illustrated leaflet describing 
seven new plastic items for pre- 
mium or specialty use is available 
from Hazel-Vinyl Products, St. 
Louis. 

Among the “seven new sellers” 
described in the folder are a “litter” 
bag that fits on auto windows or 
doors, a new combination key and 
change case, a counter change pad, 
a combination beach bag and inflat- 
able pillow, a policy envelope for 
important papers, a junior-sized 
portfolio, and a magic sponge. 

. for more details circle 535, page 113 
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4 DAYS-AT-A-GLANCE 


a new and useful gift! 


First glance will tell your customers what 
a handsome and handy appointment diary this is! Daily use will prove what 
a thoughtful gift selection you made. 


A remembrance that will keep your firm’s name in mind all year ’round. 
py ) 


Your company’s name or trade-mark can be imprinted on the cover; sales 
messages can be bound anywhere in the book. 


In this book: 4 days and dates on each spread, generous notation space, 


current and following months’ calendars. Wire-O bound to open flat. Simu- 
lated leather in rich colors. 


. Al Rael! e 
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Without obligation, send today for full details and a free copy 
of the folder, entitled, “HOW YOU CAN PROMOTE SALES.” 


NASCON PRODUCTS— SPECIALTY DIVISION 


Division Eaton Paper Corporation 


475 FIFTH AVENUE 


NEW YORK i7, N. Y. 





Direct mail 


59.1% of advertisers plan 


accounts 


27.2% of a 


e & cA 


n to i 


Per-job fees most common method 


@ Average advertiser mails 


By Dick Hodgson 
AR Executive Editor 


If there is any one trend in the 
direct mail field, it’s the fact that 
the medium is becoming increasing- 
ly popular. While a simple check 
of your own mailbox is probably 
enough to establish this fact, sup- 
porting evidence was developed 
through a special reader survey 
conducted by AR. 

From its circulation lists, AR se- 
lected a representative cross-sec- 
tion of 3,492 advertising managers 
to whom a comprehensive question- 
naire on direct mail practices was 
sent. Replies came back from 420 
—approximately 12%. A review of 


the completed questionnaires indi- 
cated that they were quite repre- 
sentative of the total U. S. adver- 
tising picture. 

Here’s the picture they present: 


© 86.4% of the companies replying 
use direct mail advertising regu- 
larly, devoting an average of 27.2% 
of their advertising budgets to the 
medium. 


e The average company makes ap- 
proximately 49 different mailings 
each year and has a total of 166,398 
“names” on all of the lists to whom 
its direct mail is sent. 


® 74.3% of the respondents are us- 
ing more direct mail advertising 


MS Girers eg 8 OPE ee . we 


verage 


than they were five years ago and 
59.1% plan to use even more next 
year. 


e The average advertiser has 
adopted a “wait and see” attitude 
toward the possibility of postage 
rate increases and has made no 
specific plans for meeting this situ- 
ation if it arises. 


e Advertisers are about evenly di- 
vided on the question of whether or 
not general advertising agencies 
should give more attention to direct 
mail and whether or not there is 
a need for more “special” direct 
mail agencies. 


® 75.99. of the respondents main- 


Direct Advertising * 59 





‘Size of $100,000 
advertising 


to 
$249,999 


Percent using 
direct mail 84.1% 84 


= a 
| total ad budget 
Median 30 % 10 % 
Mean 39.9% 17.7 % 
Number of mailings 
per year 
Median 12 
Mean 68.9 ’ ‘ ; 
Number of names 
on all lists 
Median 20,000 35,000 40,000 | 150,000 
Mean 53,006 462,202 314,564 | 904,136 166,398 


Percentage main- 
taining own lists 82.9% | 69 % 74.4% 75 % 59.1% | 75.9% 


How agencies 

are compensated 
Per job 9% 79 1% | | 63.5% 
15% commis’n 2% 2° ; é 30.2% 





Change in use of 
direct mail over 
5 years ago 

More 

Less 

Same 


Change planned in 
use of direct mail 
next year 
More ‘ , , . 59.1% 


Less ; d 0 0 1.8% 
Same ; 5 39.1% 


Change in use of 

external sources 

over 5 years ago 
More 22.2% 
Less 27.8% 
Same 50.0% 


Change planned in 
use of external 
sources next year 
More , 20.6% 22.7 % 22.5% | 22.7 % 


Less ; 13.4% 16.0% | 5.0% | 4.5% 11.2% 
: Same i 66.0% 61.3% | 72.5% 77.3% 66.1% 


These were the actual questions asked of AR readers . If your advertising agency handles creative work on direct mail 


oe ; > 
. Do you use direct mail advertising regularly? for you, how are they compensated 


Approximately what percentage of your annual advertising budget . a you using more or less direct mail advertising than yo 
is allocated to direct mail? ive years ago 


1 1 ; r? 
. Approximately how many different direct mailings does your com- . Do you expect to use more or less direct mail advertising next year? 


pany make each year? . Is more of the creative work on your direct mail advertising being 
. Approximately how many ‘‘names’’ do you have on all of the lists handled by external sources than it was five years ago? 

to whom your direct mail is sent? 10. Do you expect to have more or less of the creative work on you 
. Do you maintain your own mailing lists? direct mail handled by external sources next year? 





u were 
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tain their own mailing lists, with 
Addressograph equipment the most 
common method for handling mail- 
ings. Companies whose lists are 
handled externally usually turn the 
task over to a lettershop. 


@ Agencies who handle direct mail 
work for their clients are usually 
compensated on a_ per-job basis 
(63.5%), with a 15% commission 
arrangement the next most com- 
mon method (30%). 


> The accompanying charts present 
the detailed results of AR’s survey. 
A study of the information they 
contained reveals some interesting 
aspects of the direct mail picture. 

It is especially interesting to note 
the importance of direct mail to the 
advertiser whose budget is under 
$100,000 annually. Within this 
group, the mean average of the per- 
centage of the annual advertising 
budget allocated to direct mail is 
approximately 40%—just about 
double the percentage of adver- 
tisers with million-plus budgets. 
The average for all replies was 
27.2%. 

Actually, however, the size of the 
advertising budget made little dif- 
ference in most of the replies to 
this study. To be sure, the big ad- 
vertisers had more “names” on 
their mailing lists and made more 
different mailings per year, but the 
general handling of the mail me- 
dium appears to be about the same 
among both the large and small ad- 
vertisers. 


Original planning . . Most ad- 
vertisers still handle the planning 
of their direct mail internally, al- 
though advertising agencies are ac- 
tive in this area. Few other sources 
have been allowed to participate in 
this function. 

The survey indicated that origin- 
al planning is handled internally in 
93.9% of the cases, with a slight re- 
duction in the figure (87.5%) when 
it came to accounts running over $1 
million. 

In 21.9% of the cases, however, 
the regular advertising agency was 
either completely responsible or al- 
so entered the picture. Special di- 
rect mail agencies were mentioned 
by only 4%, although the figure 
rose to 8.3% among the big budget 
advertisers. 


Layout . . Agencies became more 
active as direct mail work moves 
into the layout stage. While this 
task is handled internally by 57.3% 
of the respondents, regular adver- 
tising agencies were mentioned by 
38.7% and art studios by 14.7%. 
Others entering the picture: special 
direct mail agencies (6.7%), free- 












lance specialists (9.3%) and print- 
ers (4.8%). 


Copy writing . . Copy writing is 
also handled internally in the ma- 
jority of the cases (82.5%), but 
with agencies frequently involved 
(38.2%). It is interesting to note, 
however, that while special direct 
mail agencies were mentioned by 
only 5.8% of all respondents, the 
figure rose sharply to 16.7% among 
the million-plus accounts. Regu- 
lar advertising agencies were also 
involved more often in big budget 
accounts (45.8%). 


Art . . The importance of outside 
specialists begins to be more ob- 
vious when direct mail moves into 
the finished art phase. Only 24.9% 
of the respondents handle their 
own finished art. This is an agency 
function in 36.6% of the cases and 
is assigned to art studios by 34% of 
the respondents. Free-lance spe- 
cialists were mentioned by 16.8% 
and special direct mail agencies and 
printers equally by 6.7%. 


Paper specifying . . One of the 
most interesting facts turned up by 
the survey was that 66% of the di- 
rect mail users specify the paper 
stock for their mailing pieces. The 
agency selects paper in 24.5% of the 
cases. Paper is also specified by the 
printer according to 25.8% of the 
respondents. 


Printing . . The growing use of 
internal printing facilities was in- 
dicated by the fact that 24.3% of 
the respondents indicated that they 
handled the printing of direct mail 
internally. Printers, of course, were 
the most frequently mentioned 
(65.8%). Agencies were mentioned 
by 17.3%, lettershops by 7% and 
special direct mail agencies by 
9.1%. 

Actually, these figures are likely 
to be a bit confusing, since the 
mention of such “sources” as agen- 
cies and lettershops doesn’t nec- 
essarily mean that they actually do 
the printing themselves. Further 
analysis of the questionnaires 
would indicate that the respondents 
were indicating their initial source 
for direct mail printing. In the case 
of agencies, for example, the actual 
printing was undoubtedly handled 
by regular printers, but placed 
through the agency. 

One interesting difference showed 
up in this area. While agencies 
were involved in a total of 17.3% 
of the cases, only 4.3% of the mil- 
lion-plus advertisers mentioned 
agencies. 


Addressing .. Advertising agen- 








Direct Advertising 


What Happens if 
Postage Goes Up? 


How will increased postage 
rates affect direct mail adver- 
tising? AR readers were asked 
to check one or more of six 
possible answers. 

34.8% said we'll probably in- 


.crease our budget 


dget. 
14.2% said we'll cut down on 
the number of mailings. 
15.1% said we'll mail to few- 
er “names.” 
5.1% said we'll cut production 
costs. 
3.2% said we'll cut creative 
costs. 
52.6% said we'll cross that 
bridge when we come to it. 


Advertising Agencies 
And Direct Mail 


Advertisers were asked: Do 
you feel that your “‘regular’’ 
advertising agency should give 
more attention to direct mail 
advertising? Three possible 
answers were offered. The re- 
plies: 

TR 8 ee 37.2% 
They're already providing suf- 
ficient service in this field 

Se Sc ae 33.8% 
No, it’s a job that should be 
left to other specialists 29% 


The Role of the 
Direct Mail Agency 


Another question: Do you 
feel that there is a need for 
more ‘‘special’’ direct mail 
agencies which offer a com- 
plete planning, creative and 
production service? Again, 
three possible answers were in- 
dicated. The replies were even- 
ly divided: 


et Ae 33.3% 
There are already enough 
iis dcp taentlacsieiioabtecia 33.3% 


No, this is something which 

should be handled by “‘regu- 

lar’ advertising agencies. 
33.3% 
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BoundtoSell 


Nee ea | 


¢ hii 


| 


with Cummins 


"do-it-yourself" 


plastic binding! 


COMPLETELY AUTOMATIC DESK-A-LECTRIC PUNCH 


Handsome, colorful and durable, Cummins plastic adds “sell 
appeal’, longer useful life to presentations, sales aids and re- 
ports. Pages lie flat, are easy to turn and easy to read. And 
Cummins now presents attractive “do-it-yourself” plastic bind- 
ing with safe and simple-to-set Cummins Punching and Plastic 
Binding Equipment for on-the-job binding when you need it. 
Cummins Plastic Binding Material may be had in a choice of ten 
attention-getting colors in popular ring centers. For one, ten ora 
thousand copies, make sure they can be bound at a moment's 
notice, bound to sell... with Cummins. 

Remember, Cummins is the nation's leader in paper punching 
equipment, and has been for more than 70 years. 


SEMI-AUTOMATIC SPEED BINDER DESK-A-LECTRIC PUNCH 
Simplified binding made easier and Completely automatic performance 
faster. Features dialed settings, con- guaranteed. Eliminates hand punch- 
venient plastic feed tray,and exclusive ing bottlenecks, effort, pressure and 
automatic release. punching bind. Speeds operation. 
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AN mins 


Write for descriptive new booklet 
containing complete information on 
Cummins Plastic Material, Plastic 
Binding and Punching Equipment. 


IN BUSINESS AND BANKS SINCE 1887 


uUmmMmIins 


Cummins-Chicago Corporation 
4740 N. Ravenswood Avenue 
Chicago 40, Illinois 





: Original 
Planning 


| Layout 


Copy 


Writing 


Art 


Paper 


Specifying 


Printing 


ae Special | 
| Handled Regular | Direct Mail | 
|Internally | Ad Agency) Agency 
% % % 


eoteemmmmey anon amen + 


93.9 21.9 4.0 


| 53.3 : 6.7 


82.5 5.8 


24.9 : 6.7 


66.0 ; 4.6 


24.3 


Addressing) 69.8 


cies seldom get involved in han- 
dling mailing lists, the AR survey 
indicated. When asked who han- 
dled addressing, agencies were 
mentioned only by 2.7% of the re- 
spondents, and by none who had ad 
budgets running over $500,000. 

The addressing function is han- 
dled internally by 69.8%, even 
though 75.9% indicated that they 
maintain their own lists. Lettershops 
handle addressing for 20.4% of all 
respondents and special direct mail 
agencies were mentioned by 11.1%. 


> AR was particularly interested in 
getting a sampling of opinion on the 
often discussed subject of the role 
of the regular advertising agency 
in the direct mail field. Two ques- 
tions were put rather bluntly: 


® Do you feel that your “regular” 
advertising agency should _ give 
more attention to direct mail ad- 
vertising? 


® Do you feel that there is a need 
for more “special” direct mail agen- 
cies which offer a complete plan- 
ning, creative and production serv- 
ice? 

The answers made obvious why 
there has been so much argument 
on these subjects. The respondents 
were split into three equal-size 
camps on each of the questions. 

For example, 37.2% said that they 
felt their “regular” agencies should 
give direct mail more attention, 


with 33.8% indicating that they felt 
agencies were already _ providing 
sufficient service in this field. An- 
other 29% said that direct mail is 
a job which should be left to others. 

When it came to the subject of 
special direct mail agencies, there 
was an exact split. Of 309 admen 
answering the question, exactly 103 
checked each of the three possibili- 
ties offered as answers: 


@ Yes. 

e There are already enough. 

® No, this is something which 
should be handled by “regular” ad- 


vertising agencies. 


While there is such divided 
thought on these subjects, it is in- 
teresting to note that one-third of 
AR’s readers apparently want more 
outside counsel on their direct mail 
advertising. Some of the comments 
by respondents were revealing: 


e “Too many phonies offering 
‘creative’ services when all they 
have is a lettershop,” said a book 
company ad manager. 


e “I would like to see ‘regular’ 
agencies spend more time to spe- 
cialize in this field,” reported an in- 
dustrial advertising manager. 


e “Direct mail is an underrated 
medium. Needs professional touch. 
Agencies should get into it.”—vice- 
president, sales, air freight com- 
pany. 


Lettershop | 
% % % % 


S gee Bion eer 
pe * 5 as he 
mee % * ee 


Free 
Art Lance 


Printer Studio Specialist 


1.3 


7.3 


3.7 


e “Regular agencies should give 
more attention to direct mail, but 
they fumble too often. More special 
agencies are needed, but they 
should be more copy-conscious and 
not just ex-production men.”’—di- 
rector of advertising, watch manu- 
facturer. 


e “Few agencies are set up to pro- 
vide direct mail service. They 
should establish special depart- 
ments for direct mail.”—advertising 
manager, insurance company. 


> Other comments on the status of 
direct mail made by AR readers 
ranged from the emphatic note of 
an industrial advertising director 
with a million-plus budget: ‘“Rot- 
ten!” to that of the ad manager of 
a packaging company who said sim- 
ply, “Love it!” 

Several readers commented on 
the increased use of direct mail. 
The advertising director of a serv- 
ice company, for example, noted, 
“Direct mail is not nearly as effec- 
tive now as five years ago. Too 
many mailings are cluttering up 
mailboxes, the poorly prepared 
mailings cutting down interest in 
all direct mail.” 

The most common comment, 
however, was in the vein of that 
made by the manager of the direct 
mail division of a large chemical 
company: “The status of direct mail 
is improving, but the medium needs 
more professional guidance.” 44 
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Union Bag's D 


It takes a touch of imagination to 
give a direct mail campaign that 
extra impact that makes it stand 
out in the recipient’s mind. Union 
Bag Co., which has proved before 
that it knows how to use imagina- 
tion (see “The Many Secrets of 
Yoon Yun,’ AR, May 1953) has 
done it again. 

This campaign is aimed at indus- 
trial users of its multiwall bags. The 
objective was to demonstrate that 
value, rather than cost, is the true 
measure of a packaging buyer’s in- 
vestment. Each piece documents 
this concept with an actual case 
history showing how Union Pack- 
age Engineering services gives the 
bag purchaser more value for his 
money. In other words, regardless 
of the medium of exchange, it’s 
what he buys that counts. 


’ To back up this concept, and to 
make the mailings looked for, each 
uses something that once served as 
a medium of exchange. The series 
started off with a genuine coin of 
ancient Rome. This first mailing 
was a teaser, without any mention 
of the company. 

Other pieces in the series, which 
numbered 16 in all, included a disc 
of salarium (common salt to you 
and me), a piece of cloth, similar 


64 * ar * October 1957 


to those used when trading with 
the Indians in Massachusetts Col- 
ony, a money clip with a genuine 
piece of eight from the Spanish 
Main, and to end the series, a trick 
machine that apparently creates a 
genuine dollar bill from a piece of 
bond paper. 


> To add to the effect of the mail- 
ing, some of the pieces were mailed 
from appropriate post offices. The 
initial mailing, of the Roman coin, 
was sent out from Rome, N. Y., 
while the cloth, with the slogan 
“Merkani from Massachusetts” on 
the label, had a New Bedford re- 
turn address. 

Originally set up as a one-year 
campaign, the series produced such 
a fine response that it is planned 
to extend them through 1958. 44 


Another DMAA award went to 
Union Bag this year for an- 


other imaginative campaign. 


irect Mail Does It Again 


Money Talks . . . Each of the 16 mail- 
ings was built about one medium of ex- 
change through the ages, from an an- 
cient Roman coin (real) to a money- 
making machine. 





KRUEGER KNOWS cotor/one of a series 


If you must watch your 
advertising 
KITTY . .. 


specify Micro-Color® Lithography 


If you're looking for better full-color 
reproduction without spending 

more money, Micro-Color Lithography 
is your answer. It’s a premium 


process at a “no-premium”’ price. 


At Krueger's you get a completely 
integrated, under-one-roof service. We 
make our own color separations 

and plates — leaving nothing to chance. 
Large staff of color technicians, 

press sizes up to 52” x 76”, four-color, 


step-by-step quality control. 


Call Krueger. Within 24 hours one of 
our representatives will show you how to 


get a “better run for your money”. 


FREE ART PRINTS — Like a set of 9 
animal illustrations appearing in our ads? 
Reproduced in 8 colors on fine art-print 
paper — with no advertising. 


Write or phone our nearest office. 


RU.S. Pat. Office 


._. KRUEGER CO. 
ulilt’ Vbro raphy. 


EXECUTIVE OFFICES AND PLANT: 3830 W. Wisconsin Ave. ¢ Milwaukee 8, Wis,.¢ TWX MI-139 ¢ WEst 3-3900 
CHICAGO OFFICE: 600 W. Jacksoi. Blvd. ¢ RAndolph 6-7117 


NEW YORK OFFICE: 4 West 40th Street ¢ Suite 301 ¢ CHickering 4-1353 


Color lithographers for Arizona Highways... fabulous scenic magazine 





MARIE DOES IT FASTER! 


With or without a pogo stick you 
can count on Marie to get your 
complete mailing job quicker and 
accurate, too. 

Marie has been handling all mail- 
ing details for a wide variety of 
clients for more than 25 years 
—multigraphing, multilithing, 
mimeographing, automatic typing, 
addressing, etc. Also addresso- 
graph and hand-list maintenance. 


She will give you fast, accurate 
service by messenger or mail. 
Work mailed for you (or delivered 
to you) right on time. 


For information, service, prices, etc., 
just write or phone Marie at... 


a Leer St re 


431 SouTH DEARBORN STREET 
Cuicaco 5, ILt. WABASH 2-8655 


Get Big Results with Low Cost 


JUMBO FLASH CARDS 


Now there are 33 of these big (5!/4 x 7) 
mailing cards—pre-printed with colorful 
border art—to give your messages high- 
octane selling power at amazingly low 
cost. Get FREE samples. 


THE CARR ORGANIZATION 
1319 N. 3rd St., Milwaukee 12, Wis. 


Send Jumbo Flash Card designs to: 
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Back at the church ... 


Ministers Add Humor 
to Sell Aged Equipment 


By Bette Macon 
AR Associate Editor 


While advertising and _ religion 
don’t normally mix much, it’s inter- 
esting to note that with “one foot in 
Heaven,” and the other enmeshed 
in the everyday practicalities of 
running a church, some 500 Protes- 
tant ministers across the country 
are turning to direct mail as a way 
to get church equipment out of the 
clutches of antiquity and into mod- 
ern efficiency. 

Although churches have long 
struggled with antique type-writers, 
maladjusted mimeographs, crotch- 
ety chairs, and petrified pianos, it 
wasn’t till a long-suffering minister 
explained to a visiting adman the 
problem concerning antique equip- 
ment versus reluctant budgets and 
budgeteers, that advertising stepped 
into the picture. 


> Feeling that humor might succeed 
where argument had failed, Salem 
Kirban, the visiting adman and 
president of Kirban Associates Inc., 
Philadelphia, created an “Antique 
Exhibit” plan for subscribing 
churches that enabled ministers to 
gather their too-venerable equip- 
ment into one creaking collection 
and auction it off to the community. 
Mainstay of the clever promotion 
is a chuckle-provoking coupon book 
that can be mailed out or distrib- 
uted throughout the community 
about a week before the exhibit. 
Copy on the coupon book’s cover 
contains an invitation to attend the 
Church’s annual Antique Exhibit 
and announces that all items de- 
scribed in the contents will be for 
sales to the highest bidder. The 
cover’s artwork shows an old-fash- 


Antique 


ioned costumed couple in an ancient 
vintage automobile. 


> Each coupon describes a_ single 
item, and typical copy, that is 
placed to the right of an exagger- 
ated drawing of the item for sale, 
follows this style: 


© Typewriter .. . Its rustic antiq- 
uity will lend charm to any home. 
One of the earliest models avail- 
able in the country. Same design 
as used by President Harding. Ideal 
as doorstop. 


© Mimeograph . Here is a real 
buy for antique lovers. Its value is 
beyond description because of al- 
most obscure serial numbers. An 
imaginative housewife can use it as 
a lovely centerpiece by making the 
cylinder drum a holder for your 
flowers. 


© Piano . .. So much could be said 
about this piano. . . but to hear it is 
better than any description. For 
collectors of music who have long 
been searching for the Lost Chord. 
Look no more. Here it is! 


® Chairs ... Any lover of antique 
furniture will welcome this hetero- 
geneous collection. Also ideal for 
collectors of Early American chew- 
ing gum. 


Besides the descriptive copy and 
illustration a clever bid for pur- 
chase of the ancient articles is con- 
tained in a suggested sales price 
blank to be filled in by the church 
and the selling suggestion to “Send 
this with your check or place it on 
the offering plate. If you cannot pay 
the full asking price a partial offer- 
ing will be appreciated.” 

The bid for purchase also in- 


Date : ANNUAL ANTIQUE EXHIBIT 


Purchased 
TYPEWRITER 
Sale Price 
$ : SALE PRICE 
This is your Receipt 


Please retain it for 
your records 


Sen. 
(You keep this portion it 


TYPEWRITER 


Its rustic antiquity will lend charm 
to any home. One of the earliest 
models available in the country 
Same design as used by President 
Harding. Ideal as doorstop 


No. 5406A 


My bid for this Antique is $ __ 


Purchaser's 
which is hereby attached with check. 


@ this portion to the Church with your check or place it on the offering plate. 
you cannot pay the full asking price « partial offering will be « 


D 


PPrec: 


Typewriter like President Harding used and adaptable as a doorstop brings chuckles 
to the reader; clever bid for purchase of the antique brings in the dollars 





cludes blank spaces for the buyer’s 
name, address, and amount he bids 
for the “antique,” plus a subtle re- 
minder to enclose a check. 


> The coupons are perforated much 
like some standard check-books and 
the stub that remains after the ma- 
jor part of the coupon is torn out 
becomes a receipt for the purchaser. 

While the average coupon book 
will contain descriptions of many 
other items besides the ones already 
mentioned, the church does not 
have to order any typical collec- 
tion but can make up its own, ac- 
cording to its own collection of 
“ancients,” by ordering only specific 
pages needed. 

In addition, there is a blank page 
available with basic selling copy 
but sufficient room for the church 
to insert its own illustration and de- 
scriptive copy. 


’> To make this custom-ordering 
easier and less expensive for the 
churches, the Antique Exhibit cov- 
ers are sold separately. In this way, 
the church makes up its own book- 
let by inserting the desired coupon 
pages and stapling them in the cov- 
er. 

Prices for the “Antique” promo- 
tion include $1.10 per hundred cou- 
pon pages with a 20c discount per 
100 in quantities over 1,000. The 
folders are sent folded and can be 
purchased for $2.50 per 100 lots. 44 


The Winner . . Stop-watch study of 
wrapping versus envelopes for photo- 
graphs rated envelopes at a speedy 20 
seconds, wrapping method at 73 seconds. 


Envelopes vs. Wrappings 
Subject of Time Study 


Looking for the fastest way to 
prepare your artwork or photo- 
graphs for mailing or personal de- 
livery? A comparative time-study 
on the two most popular methods 
— ordinary wrapping versus giant- 
sized envelopes—shows that enve- 


THE SECRET- MESSAGE POST CARD 


INVISIBLE 


DIP IN WATER AND 
The Newest, Most Effective Sales 


MONG man's most interesting endowments is 

his longing to solve the unknown, the mys- 

terious, the unseen. This craving, through the 
many centuries of the world's existence, has been 
the spark that has led directly to the solving of 
the many mysteries of nature, science, medicine 
and every phase of life. 


It is because they recognize this basic trait of 
human nature that many writers have devoted so 
much of their effort to fulfill this public longing 
—in literature and the drama—in the form of 
mystery novels, detective stories and plays. 


Leaders in the advertising field, too, have recog- 
nized this trend. Radio and television programs 
abound in mystery and detective stories and quiz- 
ze; — all designed to supply a vehicle where curi- 
osity is first developed and the answer given in 
the conclusion. 


PRINTING 


MESSAGE APPEARS 


Promotion Device Ever Conceived 


|’ 1S IN line with this popular fancy that the 
SECRET-MESSAGE POST CARD has been devel- 

oped. Every natural impulse of the recipient of 
the post card (which has no obvious clue as to 
the sender or message) is to find out “what this 
is all about’ He is sure to wet it to find out. 
(This is 100% certain in contrast to other direct 


mail pieces which moy be thrown away without 
evén a glance.) 


The printed message is so intriguing that it is 
SURE TO BE READ, and the idea so novel that 
the card is SURE TO BE KEPT to be shown to 
others — thus increasing the life and reading 
audience of the card. 


WE SUBMIT THE SECRET-MESSAGE POST CARD 
AS A NEW BUSINESS-GETTER. TRY IT FOR YOUR 
Sian MAILING. THE RETURNS WILL SURPRISE 


THE SECRET-MESSAGE POST CARD has an invisible quality that tends 
to excite curiosity. Originally invisible, the printing will appear when put 
into water, and disappear again as the card dries. This operation can be 
repeated indefinitely assuring a long life for the message — and a lot of fun! 


WECK process company, 


post cards 


LUT amine 7s 


Wernicke * 
} 


for legs than |¢ 


Full Color Crocker Mirro-Krome 
post cards will sell your product. 
With the new exclusive Mirro Screen 
process, Crocker Mirro-Krome cards 


now cost less than 1¢ apiece. 
DEPT. AR-10 


H. S. CROCKER CO., INC. 


San Francisco, 720 Mission Chicago, 350 N. Clark 
Los Angeles. 2030 €.7th New York, 23 E. 26th St. 





42 East 21st St., New York 


WHITE HOUSE 
CLASP 


ENVELOPES 


Our own make— 
sub. 28 white kraft 
—low in cost and 
extra high in qual- 
ity. All sizes from 
21,” x 41,” to 12” 
x 1514”. We 
carry Kensington, Karolton, Columbian, 
Diplomat Clasps. Low cost, speedy im- 
printing dept. too! 

4,000,000 
CLASP ENVELOPES 
ALWAYS IN STOCK 


Call St 4-5200, 
8866, 8867, 8868 


FOR FREE SAMPLES & PRICES 
RU aa a 


DEPT BR 23 23 BORDEN AVENUE 
LONG ISLAND CITY 1, NEW YORK 


also 
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An increasing number of com- 

ponies and advertising agencies 

have discovered and ore success- 

fully using our exclusive 

CURTEICHCOLOR 3-D process for the 
creation of natural color post cards, ad- 
vertising, and other direct mail pieces. Thus 
they have been able to extend their full color 
advertising program. 


eer Sms lae ks 
a 
jumbo cards 

s 
business cards 

. 
double reply cards 
i y 
circulars and brochures 
. 
catalogues 
‘ 

catalogue sheets 


If you want moximum results and broader coverage 
from your advertising dollar — you'll want complete 


information on CURTEICHCOLOR 3.-D. Send in the attached 
coupon after you have checked the information you desire. 


Since 1898 — America’s oldest color post card specialists. 


CURT TEICH & CO., Inc., 1733 W. Irving Park Road, Chicago 13, Ill. 


CO circular on the uses of post cords 
and direct mail medic. 


C) Advertising Agency Media kit. 
Estimate and Information Sheet for the cre- 


ation of natural color circulors, brochures 
and catalogues. 


Trt th a7 
. 
re tal tik 


ae 
Rae SsR A tal tt) 


Send free literature checked 





ie Object in Possession 
Sih Retains the iis 
9 that if Atal in Pinal 


—OLIVER GOLDSMITH 1728-1774 
r 
(oy > 


Just you try us and see if that’s so. We'll 
love you more after you give us some 
work than we did while chasing. We just 
don't take our accounts for granted .. . 
we try to render a good service always; 
whether it's a hundred Multigraphed 
letters, or five million pieces for our In 
serting Machines. Will you give us a try? 


‘Lyod ADVERTISING SERVICE 


521 SOUTH WABASH AVENUE + WA 2-9560 

Fast and Resourceful Service — Since 1919 

— Reasonable, toof 

Multigraphing * Mimeographing * Printing * Mailing 


Addressing * Plate Cutting * Mechanical Addressing 
Inserting Machines * Complete Mail Campaigns 
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SEND YOUR CATALOG 
AND 1°' CLASS LETTER 


TOGETHER IN 


Yee 
(yug yes) 4 


THE, 2-COMPARTMENT ENVELOPE 


@ Envelope compartment is integral 
construction... not pasted on... 
can’t snag or pull loose. 


@ Safety Signal Flap exclusive with 
Du-Plex warns not to overlook 
letter on face. 


@ Write for Du-Plex samples and 
prices... No obligation! 


wy 


ONVELOCOPE CORPORATION 


3026 FRANKLIN BLVD, CHICAGO 12, ILk 


lopes are 3% times faster than the 
wrapping method. 

Conducted by Alex Calandra, 
head of Pan-Ad Associates, for 
Huxley Envelope and Paper Corp., 
New York, the stop-watch test re- 
corded the time consumed in the 
various steps of each method while 
using the same photographic en- 
largement for each method. 

According to the survey, the 
wrapping method requires eight 
steps and a time of 73 seconds, 
while the envelope method requires 
only four steps and 20 seconds. 

The test was conducted under 
condtions believed to be normal for 
a small office concerning work 
areas, distance from supplies, etc. 44 


Chinese Sales Message 
Brings Dealer Response 


Looking for a way to impress 
mail-weary dealers? A simple in- 
expensive, but effective mailing was 
achieved by Dodge Truck Sales re- 
cently when the company sent its 
sales message in Chinese with a 
Hong Kong postmark. 

According to Jack E. Friday, 
Dodge New York regional man- 
ager, the gimmick mailing received 
100% exposure and maximum at- 
tention from a group often hard to 
impress via the mails. 

The “letter from Hong Kong” 
was the kick-off piece in a con- 
tinuing direct mail promotion de- 
signed to remind dealers of the 
profits in selling trucks. 

It was prepared and mailed from 
the Grant Advertising Agency of- 
fice in Hong Kong. 44 


Association Directory 
Issues Supplement 


A new supplement to the En- 
cyclopedia of American Associa- 
tions, published by the Gale Re- 
search Co., Detroit, adds 900 new 
groups and brings the total listings 
to 5,947. 

The directory includes the na- 
tional headquarters, the executive 
secretary, the number of members, 
the founding date, and a brief de- 
scription of the association’s activi- 
ties and purposes. There is also a 
subject index which refers the 
reader to groups in 50 different cat- 
egories. For example, there are 
listed 102 associations in the field 
of advertising and public relations, 
801 manufacturing associations, 59 
veterans’ groups. 

The directory, including the new 
supplements, sells for $15. 44 





Europe, 1957... 


Continental mail potent 
sofi-sell weapon 


Capitalizing on the attention-get- 
ting power of direct mail from 
Europe and other foreign countries, 
an increasing number of U. S. firms 
is discovering that Old World land- 
marks can lead to more successful 
sales promotion . . 
sonable budget. 

That’s the opinion of Daniel J. 
Verge, a French direct mail expert 
interviewed on a recent visit here 
to headquarters of the Mail Adver- 


tising Service Association Interna- 
tional. 


. and on a rea- 


> Mr. Verge, manager of the Direct 
Mail Division, Bottin Adresses, 
Paris, said the “rediscovery” of 
Europe by American direct mail 
users during the past 10 years had 
prompted a growing specialization 
in direct mail production by Euro- 
pean advertising and printing firms, 
especially in Western Europe. 
Many of the firms use American- 
made equipment to turn out large 
volumes of imprinted postcards, let- 
ters, folders, booklets, etc., for their 
American clients, Mr. Verge said. 


> The postcard is the most preferred 
format for Europe-to-America di- 
rect mail, Mr. Verge pointed out. 
Costing less to imprint and mail, the 
postcard’s effectiveness lies in its 
aesthetic character. The picture of a 
famous landmark—a monument in 
Rome or a castle on the Rhine, will 
convert any sales message into a 
potent soft-sell weapon, he said. 

But in some cases, the letter 
proves to be more. effective, 
especially when printed on the sta- 
tionery of, for instance, a Parisian 
or London hotel familiar to Amer- 
icans. 


In all cases, 


stamps should be 


MOOGERS MiLek& 
conmPl|l any 


10 
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used in preference to metered post- 
age, Mr. Verge advised. Colorful, 
foreign stamps always attract cu- 
riosity and attention, he said. 


>’ An American company planning 
a mailing from Europe should en- 
trust the entire operation to the for- 
eign firm, Mr. Verge warned. 


“Some American firms believe it 
is more economical to produce a di- 
rect mail job in the states and ship 
it to Europe for mailing. This is a 
false conception,’ Mr. Verge said. 
“It is more economical to have the 
job produced in Europe, because la- 
bor is cheaper and you avoid ship- 


ping costs, handling expenses, and 
customs fees.” 


> What about costs? Based on mail- 
ings from France, a postcard sent 
first class (by boat) from Paris to 
New York costs 18 francs or 5.14 
cents. The same postcard, sent air 
mail, costs 23 francs or 6.57 cents 
for every five grams (0.176 oz.). 


Other typical Paris-to-New York 
costs: a first class letter costs 6.57 
cents up to 20 grams, an air mail 
letter 6.57 cents for every five 
grams. Printed matter is gaged at 
1.9 cents per 50 grams first class, 
8.57 cents per 20 grams by air. 

Delivery from Paris to New York 
usually takes three day by air, 25 
days by boat, Mr. Verge said. When 
mailed to points in central and 
western U. S. and Canada, delivery 
is a little longer. 


> Most European direct mail firms 
also can arrange mailings from 
other European, African and Asian 
countries, Mr. Verge said. He rec- 
ommended that firms planning 
mailings from abroad get in touch 
with MASA, 18120 James Couzens 
Highway, Detroit 35, for 
foreign direct mail houses. 

“It’s highly imperative,’ Mr. 
Verge said, “that direct mail going 
to Europe be prepared by copy- 
writers well-versed in the language 
and mores of the different countries. 
Most U. S.-produced direct mail 
sent to Europe,’ Mr. Verge ex- 
plained, “usually contains some er- 
rors in referring to European lan- 
guage or habits. Such blunders, 
even though slight, will make the 
most attractive and expensive mail- 
ing piece worthless.” 44 
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On your next order for letterheads, 
business forms or envelopes—be sure to 
specify Nekoosa Papers. Thousands of 
printers and letter shops can supply 
them ... more than 137 Nekoosa Paper 
Merchants distribute them. 


Det Ue: 


and from coast to coast... 


© “Ueho 


PAPERS 


Nekoosa Bond « Nekoosa Ledger ¢ Nekoosa Duplicator  Nekoosa Mimeo ¢ Nekoosa Manifold ¢ Nekoosa Offset 


Nekoosa Master-Lucent ¢ Nekoosa Opaque © and companion ARDOR Papers 
NEKOOSA-EDWARDS PAPER COMPANY e PORT EDWARDS, WISCONSIN 
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A Guide to Postal Rates 


Postal rates concern almost all branches of ad- 
vertising. While the complete regulations fill a 
fat volume with legal language, the final au- 
thority for all action of the Post Office Depart- 
ment, the key rates and definitions are summa- 


rized here. 


Postal rates and regulations have been the sub- 
ject of much discussion in recent months. But 
while there has been much talk, at the moment 
there has been little action. Here is a report, as 
of AR’s press time, of the status of action that 
affects mail users: 

Basic Rates . . Set by the Congress, a bill which 
would have increased all classes of mail passed 
the House, just barely got into committee hear- 
ings in the Senate before Congress adjourned. A 
new bill, which will undoubtedly be introduced 
next session, will have to start all over again. 
Service Charges . . Since these are within the 


Postage Rates 


First Class . . Letters, post cards, and other in- 
dividually-written matter. 
Basic Ist class rate 
Air Mail 6c/oz. 
Postcards 2c single; 4c double 
Air post cards 4c 
Business reply mail 


3c/oz. 


regular postage plus 2c 


Second Class . . Periodicals meeting special re- 
quirements; must have permit. Rates are un- 
changed, although a proposal was made during 
the last session to include controlled circulation 
publications (now 3d & 4th class) in 2d class. 
This left rates unchanged, but would give these 
publications benefits of somewhat more rapid 
handling. 


Third Class . . Printed materials, merchandise, 
and repetitive matter; 8 oz. maximum. Postage 
according to the piece, or through bulk rates; 


Col. A Col. 

Ist lb. Addn. Ibs. Ist Ib. 
Local 18¢ 1.36¢ 12¢ 
Zones 1&2 
(up to 150 mi.) 23¢ 4c 13¢ 
Zone 3 
(150-300 mi.) 23 5.2 14 
Zone 4 
(300-600 mi.) 24 7 15 
Zone 5 
(600-1,000 mi.) 26 9.2 17 
Zone 6 
(1,000-1,400 mi.) 28 12 18 
Zone 7 
(1,400-1,800 mi.) 30 
Zone 8 
(Over 1,800 mi.) 32 18 20 


15.2 19 


Limitations: Parcel post, except by air, between 
larger postoffices limited to 40 lbs in first two 


Addn. Ibs. 


jurisdiction of the Postmaster General, they can 
be changed by executive order. Most of them 
were raised as of July 1, 1957, and the new 
charges are listed below. 

Bulk Regulations . . Consternation was aroused 
among bulk mail users by the proposal that many 
kinds of 2d and 3d class mail must be sorted, not 
only by state and city, as at present, but also 
by delivery zone within the 100 or so cities which 
have been zoned. Scheduled to go into effect on 
October 1, the ruling aroused so much protest 
that the chances are its effective date will be 
postponed. 


permits required for certain types of mailings. 
Authorized nonprofit organizations are charged 
somewhat lower rates. 


Books & Catalogs 
(24 pages or more): 
Single: 2c for Ist 2 oz., 1 Yac/addn. 2 oz. 
Bulk: 10c/Ib.; 1 Vac min./piece 
Circulars, etc., merchandise: 
Single: 2c for Ist 2 oz.; 1c/addn. oz. 
Bulk: 14c/lb.; 1 Yac min./plece 
Articles of odd size or form: 3c min./piece 


Fourth Class .. Merchandise, printed matter, 
etc., not otherwise included. Rates based on 
weight and distance (See Col. A). Special rates 
for books, heavy catalogs (See Col. B), 16mm 
prints and catalogs. Air mail can also be used 
(See Col. C). 


Col. C 
Addn. Ibs. 


Ist Ib. 
0.75¢ ms 
1.5 60c 48c 
2.0 60 48 
2.5 65 50 

70 56 
3 75 64 
5 75 72 


6 80 80 


zones, 20 lbs. zones three to eight; All other 4th 
Class 70-lb. weight limit. 


soypy jDIsod 





Postal Rates 


Special Post Office Services 


Registered Mail . . Provides added protection 
for mail and evidence that it has been delivered. 
Rates depend on value, start at 50c for matter 
valued up to $10, 75c up to $100, $1 up to $200, 
and 25c for each additional $200 value, up to 
$1,000. Fees for higher values depend upon value, 
amount of private insurance and other factors. 


Certificates of Mailing . . To furnish evidence 
of mailing, but no receipt is obtained on delivery. 
5c for each piece listed individually. 2c addn. for list- 
ing registered, etc. Certificates for bulk mailings: 25c 
for 1,000 pieces, 5c/addn. thousands. 


Special Handling . . limited to 4th class mail. 
Speeds up delivery between post offices, but are 
delivered from final post office on regular trips. 
Up to 2 lIbs.: 25c; Between 2 & 10 Ibs.: 35c; Over 10 
Ibs 50c 


Miscellaneous Services 


Certified Mail . . Provides for a receipt to the 
sender and a record of delivery at final post 
office: 20c and postage. 


Restricted Delivery .. Provides for delivery in 
person to addressee. For registered, certified and 
insured mail: 50c 


Correction of Mailing Lists . . In card or sheet 
form: 5c/name. 


Suggested New Postal Rates 


These rates, endorsed by Postmaster General 
Summerfield, were incorporated in the bill that 


Present Proposed 


First Class 


Letters (per oz.) 
Postcards 
Airmail letters 
Air postcards 


Third Class 


2c Ist 2 oz. 
le addn/oz. 
14c/Ib. 


Circulars, etc 


Special Delivery . . Given immediate delivery 
from office of destination during prescribed 
hours and within limits of delivery, which vary 
with post offices. 


Ist class All other 

Air Mail Classes 
Under 2 Ibs. 30c 45c 
Up to 10 Ibs. 45 55 
Over 10 Ibs. 60 70 


Insured Mail . . Applies to 3d or 4th classes 
only. Rate depends on insurance coverage. 
Up to $10 10c 
$ 10.01 to $ 50 20c 
$ 50.01 to $100 30c 
$100.01 to $200 40c 


Notices to Sender .. for 2nd, 3d or 4th class 
mail: 5c 


Return Receipts . . For registered, certified, and 
insured mail. If requested when item is mailed, 
10c for name and time of delivery; 35c for address 
as well. If requested after mailing, 25c for name 
and time of delivery only. 


failed of passage this past session, and will prob- 
ably be part of the new bill expected to be intro- 
duced when the Congress reconvenes. 


Proposed 


Books, catalogs ze ist 2 Oz. 3c 
1.5¢ addn.2 0z. Ic addn. oz. 


10c/ Ib. 12c¢/Ib. 


Fourth Class 


Books 8c Ist lb. 10c 
4c addn. Ibs. 5c addn. Ibs. 





Let’s get together on QFFSET 


Confusion in buying printing will not be eliminated until 
printing, artists and art directors start talking the same language. 


By Bernard C. Schramm Jr. 
Production Manager 

Henry J. Kaufman & Associates 
Washington 


If there is confusion today in what 
is—and what isn’t—good copy prep- 
aration for lithographic reproduc- 
tion (and I, for one, say there is 
plenty of confusion) I don’t think 
we can single out any one group 
for blame. 

I'm afraid all of us—artists, li- 
thographers and printing buyers— 
have contributed to the problem by 
neglecting three principal tasks: 


1. Knowing the Principles . . 
Most printing buyers and artists 
just don’t know the offset photog- 
raphy and platemaking principles 
which determine the approach to 
art preparation. 


2. Agreeing on the “Best” Way 
- - The lithographers themselves do 
not agree within their own trade on 
the proper way to handle art prep- 
aration for the offset camera. 


3. Defining Job Requirements. . 
Buyers of printing neglect to define 
the printing job clearly in terms of 
quality of reproduction, final cost, 
and production time. 


> We production people and buyers 
of printing are in an unusual po- 
sition. We purchase art from the 
free lance artist or requisition it 
from our own agency art depart- 
ment and then turn it over to the 
lithographer. This puts us in the 
middle . . . between the artist and 
the printer . . . between the one who 
prepares the art and the one who 
uses it. 

Usually, the artist, who should be 
expected to adhere to the principles 
of correct copy preparation, seems 
to rely on the production man for 
advice on the finer points of prep- 
aration. When the art is being pre- 
pared for someone other than an 
agency and there is no production 
man to lean on, the artist often 
takes the easy way out and handles 
it in the way that presents the least 


amount of work for him. 

On most printing jobs I have 
found that art is being prepared in 
the same way the artist prepares it 
for the photoengraver. This is a 
good start. But it is only a start and 
nothing more. If the job is the least 
bit complicated, this technique fails 
to take advantage of offset’s basic 
economies. 

Truly effective copy preparation 
means adequate planning and prep- 
aration of artwork so as to utilize 
the offset process efficiently and 
keep offset plate costs to a mini- 
mum. 

In most cases this calls for going 
a step or two beyond what the pho- 
toengraver needs. It’s these addi- 
tional steps that cause most of the 
problems; and it’s here that the lack 
of knowledge of correct art prepa- 
ration techniques stands out like a 
sore thumb. 

If it were just a matter of “not 
knowing,” however, things wouldn't 
be too bad. Lithographers could set 
up a series of clinics that would 
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San Francisco, 720 Mission Chicago, 350 N.Clark 
Los Angeles, 2030 E.7th NewYork, 23 E. 26th St. 


CHEMICAL’S 


INTERWOVEN COVER 


RECOMMENDED BY PRINTERS 


Build customer confidence with 
this outstanding cover paper. 
Interwoven is easy to handle, 
easy to print, perfect to fold 


a ‘\ . 
{ HEMI( AL PAPER MANUFACTURING CO. 


Se 


100,000 . ‘2.89 m 
250,000 . ‘2.31 m 
500,000 . ‘2.12m 


3 1/2" x 5 1/2", lithographed 4-color pro- 
cess, two sides, 70# number one coated. 
Prices based on copy ready for camera. 
Original plates additional. 


A proven way 
to build sales! 


Merchandise your products with 
full color “stuffers.” 

No need for large inventory. 
Frequent Colorform combination 
press runs can supply your needs 
as required. 

Write today on your business 
letterhead for more information 
afd free Colorform Booklet de- 
scribing our exclusive process. 


HOLYOKE, 


or emboss. Results speak for 
themselves and Interwoven 
Cover delivers solid quality in 
every press run. 


Write for free sample book today 


MASSACHUSETTS 








COORDINATION 
AND SKILL . 


... THESE TWO ELEMENTS 
PRODUCE THE FINEST 
PHOTO ENGRAVINGS. 

USE DOT FOR BEAUTIFUL 
COLOR, OUTSTANDING 
BLACK AND WHITE. 


Dept. AR-10ES 


H. S. CROCKER CO., INC. 


Baltimore, 1600 S. Clinton 
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Dil ‘Engravers, Ine. 


600 W. VAN BUREN ST. 
CHICAGO 7, STATE 2-5367 


teach correct art preparation to art- 
ists and buyers of printing. 


> But, and here is where our second 
problem comes in, the lithographers 
themselves cannot agree on the best 
way to handle special art prepara- 
tion problems. 

Recently I was involved in the 
production of a catalog which con- 
tained a good bit of duo-tone work. 
I talked with quite a few lithog- 
raphers about the job and got three 
competitive bids, per our usual 
practice. 

In discussing the specifications, I 
told lithographer A I would supply 
him with black and white photo- 
graphs from which he would have 
to make duo-tone negatives. He 
agreed that this was the best way 
to handle the duo-tone work. 

Lithographer B, however, dis- 
agreed. He wanted us to supply him 
with an air-brushed overlay for the 
second color. 

Lithographer C had yet another 
slant. He wanted us to get photo- 
prints of the original black-and- 
whites and retouch one for the 
black and one for the color. 


> Here we had three competent 
lithographers each recommending a 
different approach to art prepara- 
tion. I realize that with duo-tone 
work there are a number of factors 
which affect the best way of han- 
dling the art, yet each of the lithog- 
raphers was given the same specifi- 
cations. It seems to me that there 
should have been more agreement 
among the three. 

After a discussion among our art 
director, two of the lithographers 
and myself, it was decided that the 
best way would be to supply black- 
and-white photos and have the 
lithographer make duo-tone nega- 
tives. Prices were obtained based 
on this method of art preparation 
and the job was awarded to one 
of the three lithographers who had 
originally recommended another 
way of handling the art. The fin- 
ished job was very well done and 
all ended well. 


>» As an example of less complicated 


work, I’ve come across the follow- 
ing: 


® One lithographer wants all two- 
color work pre-separated on an 
overlay; another wants all two- 
color work pasted up on one board 
with overlays only where necessary. 


® One wants inked-in or opaque 
areas on the paste-up to indicate 
halftone work; another wants guide 
lines only. 


@ One wants two-color shadow let- 





tering prepared with guide lines on 
the paste-up; another wants the 
shadow on an overlay. 


> This is the real crux of our prob- 
lem. We printing buyers and the 
artists are more than happy to give 
lithographers what they want. But, 
they’ve got to get together and de- 
cide just what they do want. 

Here’s an example of how this 
lack of agreement can foul things 
up. 


>» Art was prepared to meet the low 
bidder’s specifications. When the 
time came for releasing the art to 
the lithographer, the client found 
it necessary to advance the delivery 
date. This advance in the delivery 
date made it impossible for the low 
bidder to do the job. The next low- 
est bidder was contacted and he 
agreed to do the job. 

When the printing was com- 
pleted and delivered the lithogra- 
pher mentioned to me that he would 
have preferred to have had the art 
prepared in a slightly different 
manner. In fact, his camera and 
stripping time was a little more ex- 
pensive than he had estimated be- 
cause of the way we had prepared 
our art. 


> Something is wrong when art is 
considered correctly prepared by 
one lithographer and not by an- 
other. The volume of incorrectly 
prepared art coming into the offset 
houses must be considerable, be- 
cause quite a few of the bigger 
houses have hired artists for the 
express purpose of putting art in 
better shape for the camera. 
This should not be necessary. 
There is no reason why artwork 
cannot be supplied correctly if only 
we can all get together and deter- 
mine some preferred method of 
preparing the copy. I realize this 
is not as easy as it sounds. But, if 
we are ever going to solve our art 


The printing is beautiful except for 
the red Christmas trees and green 
Santa Claus! 
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preparation problems, these differ- 
ences must be worked out. 


> Too many times a lack of con- 
sistent follow-through on the offset 
job results in wasted money and 
dissatisfaction. 

Often additional money is spent 
to make artwork perfect for quality 
reproduction, but the job is then 
given out on a competitive basis, 
with no attention being paid to the 
quality level of the bidders. 

The job is awarded to the low 
man whose work doesn’t measure 
up to average quality standards. 
When the job is finished, it is a 
complete disappointment. The addi- 
tional money spent for good art- 
work was literally thrown down the 
drain. 

Often copy is prepared using 
every short cut possible. We tell 
the artist to effect every possible 
economy, keeping the art as inex- 
pensive as is practical. “We'll wink 
at quality,” we tell him, “After 
all, it’s only a throw-away piece.” 
Famous last words, these, because 
a little later we'll be raising the 
devil with some poor unsuspecting 
lithographer because the printing 
in this same job is not up to his 
usual quality. 


> Misunderstandings among the 
artist, lithographer and printing 
buyer can result only in additional 
problems and dissatisfaction. 

An agency I know was handling 
the preparation of three two-color 
catalog folders for a client who al- 
ways insisted on good reproduc- 
tion. In this series of folders, how- 
ever, the budget was relatively 
tight, something unusual for this 
client. 

As sometimes happens in a busy 
agency during rush periods, the job 
went into the mill, and the person 
handling the job started the various 
purchases of art and type without 
thinking the problem through thor- 
oughly. 

The photos were none too good, 
but retouching was kept to the 
barest minimum. A few technical 
errors were corrected, and some 
obviously bad areas were cleaned 
up. Paper chosen was a standard 
grade of offset stock. The buyer was 
apparently doing a good job of 
keeping costs down but was com- 
mitting a bad error in judgment. 


> When the client saw a sample of 
the finished job he howled. The 
halftones appeared washed out. The 
job just didn’t have the snap and 
brightness he had been used to get- 
ting in his printing. He refused to 
accept the job. 


Naturally, the printing buyer 
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And one publication leads 
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publications in coverage 
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E.. printer will recognize this California job case, the most widely used of all type-setting 
trays. It appears in a design form, above, translated into color and containing 
seven classical type faces that are milestones in five hundred years of printing history. 


This job-case design appears on the cover of Westvaco Inspirations, Number 208. If you 
are planning to print, or are interested in graphic production, Number 208 should 
be in your hands. It contains a wealth of information and helpful aids 


relating to type measurements, proof-reader’s marks, reproduction processes, and fine papers. 


You may obtain Number 208 by writing to any of the Company addresses shown here, 
or to your nearest Westvaco distributor. It will be sent to you free and without obligation. 


Printing note: The design above is reproduced in offset lithography on Pinnacle Offset, Blue-White 
[Vellum], one of Westvaco’s complete line of fine printing papers. This distinguished offset paper is 
also available in cream white, vellum, as well as in regular finish, blue white or cream white. 
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By Bradbury Thompson 
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SENT TO YOU UPON REQUEST 


Used to determine screen on 
any printed halftone copy. 
Just send your name on your 
company letterhead to... 


CAPITOL 


Engraving & Electrotype Co. 


6091-615. EAST MONROE STREET 
P.O. BOX 374 * SPRINGFIELD, ILLINOIS 


A COMPLETE 
PHOTO ENGRAVING SERVICE 


* Ben Day Plates ~* Halftones 

* Embossing Plates* Color Plates 
* Zinc Etchings * Stereotypes 
* Photography * Mats 

* Electrotypes ° Art Work 


Makers of Fine Printing Plates 
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IDEAS bythe 
boxful ! 


“I keep in my desk a boxful of clip- 
pings from Advertising Age,” writes an 
advertising manager. “It is my idea-file, 
and I dip into it often when in need of 
inspiration.” Advertising Age, The Na- 
tional Newspaper of Marketing, is the 
world’s most widely read journal dealing 
with advertising and selling. One year’s 
subscription — 52 idea-packed issues — 
only $3, which is less than 6c per week. 
Mail coupon below for trial. Money back 
guarantee. 


[ aoverrisine AGE 200 E. Illinois St. Chicago 
s Enter my 1-year (52 Issues) trial order for 
only $3. I must be satisfied or my money back. 


COMPANY 


i 0 $3 enclosed (J Bill me [J Bill firm 
1 a ccasneatsitaaneninssitenndebnaseainiaen 
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threw the whole thing back into the 
lap of the printer for an explana- 
tion. The printer pointed out that 
first of all the photos lacked the 
necessary contrast for the grade 
of offset stock chosen. The combina- 
tion of ink colors (which matched 
color swatches supplied by the 
agency) and the greyish-white 
stock did not help either. The 
colors lacked “life.” The printer 
suggested that additional retouch- 
ing to restore contrast and the use 
of an enameled stock or at least a 
hard-surfaced stock would have im- 
proved the job considerably. 


> This brought forth the $64,000 
question: “Why didn’t you tell us 
this before you accepted the art 
and printed the job?” 

The printer came up with the 
$64,000 answer: “I thought you had 
bought enough printing to know 
what you were doing. I assumed the 
budget couldn’t afford it.” 

Needless to say, the photos were 
retouched further and the job re- 
printed on enameled stock. The 
client was very well pleased... 
just what he had wanted in the 
first place. In fact he was willing 
to pay for the additional retouch- 
ing and cost differential in the stock. 
The original printing cost was 
shared by the printer and agency. 


> The foregoing is a good example 
of what can and often does happen 
when the requirements of quality, 
cost and time are not clearly de- 
fined to all concerned. 

The buyer could have saved 
everybody a lot of headaches if he 
had discussed his problem with art- 
ist and printer. Even if a solution 
could not have been worked out, at 
least he would have been able to 
warn the client that he could not 
expect the usual quality on the 
tight budget. 


> I have found that if you tell the 
lithographer and the artist just 
what your requirements are, giv- 
ing them the complete story, you 
usually get just what you want... 
and without unnecessary expendi- 
tures and delays. 

From our point of view... in 
our own agencies .. . we certainly 
cannot force lithographers to agree 
on standards of preparation. That’s 
a job for their joint effort. But in 
the other two areas—knowing 
principles, and defining job require- 
ments—we can do something. That 
will be two-thirds of the job. Per- 
haps we can help get the other third 
done by needling our lithographer 
suppliers to get together among 
themselves. Everyone will benefit— 
in both the long and the short run.44 


Slide Rule Compares 
Negative Costs 


Latest in the spate of slide rules 
to cross our desks is an ingenious 
calculator that shows the savings 
in the cost of producing negatives 
in one’s own office or plant as com- 
pared to purchasing them from an 
outside supplier. Kenro Graphics 
Inc., Chatham, N.J., makers of the 
“Vertical 18” camera, prepared this 
“offset negative cost calculator.” 
The data obtained also reveal how 
rapidly a camera will pay for itself 
through savings in the cost of nega- 
tives. 

In designing this calculator, the 
company considered the variations 
in cost of purchased negatives 
which range, in various parts of the 
country, from $1 to $3 for 8%x1l” 
size. The scale shows the complete 
cost of production, including labor, 
and the production time in hours 
when these negatives are produced 
on a Kenro camera. Another useful 
feature is a proportion scale which 
shows reduction or enlargement of 
artwork in terms of percentage. 

The calculator, fashioned of heavy, 
plastic-coated stock, is now avail- 
able. 


+ « « for more details circle 502, page 113 


Ozalid Develops 
Orange Carbon 


Carbon paper needn’t be blue or 
black; a new orange carbon has 
been developed by the Ozalid Divi- 
sion of General Aniline and Film 
Corp., Johnson City, N.Y., for use 
with Diazo machines. It has a spe- 
cial capacity for absorbing light 
from the mercury lamps used in 
Ozalid machines, can be backing for 
typed, drawn or handwritten origi- 
nals. 

Because of its light-blocking 
power, orange carbon paper sheets 
will produce a sharp and clean 
image, the manufacturer states. 
Fuzzy edges and paper fill-ins are 
reportedly eliminated. These sheets 
may be reused several times. 

Ozalid produces orange carbon 
paper in three weights. The light 
weight is best for backing originals 
typed with standard or electric ma- 
chines. The medium weight is a 
general purpose carbon-backing 
product, suitable for both typed and 
written originals. Heavy weight is 
designed for carbon-backing any 
original writing with pencil, ball 
point pen or pen and ink. 

Additional details on this new 
paper are available. 
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This photograph shows one of the important processes used to make Rising Paper...fine paper at its best! 
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Rising Paper 

is part of The 
Fontainebleaw’s 
Creative 


Team HS 


The Fontainebleau at Miami 
Beach, one of America’s most 
outstanding resort hotels, 


THE CREATIVE TEAM 


- advertiser Fontainebleau Hotel 
@— an intriguing blend of the old Hil E aie 
mgraver ; aT» : 
Ss world and the new. This ultra- ee craft Engraving Company 
a modern edifice tastefully envelopes Old Colony Envelope Company 
combines the latest in luxurious livi ing with the splendor 
of lavish antique French decor. Further expression of 
Line fine 
this elegance was displayed in the choice of Rising’s 
M paper 
Line Marque Paper for guest stationery .. . a fine arque , a 
, | a 
example of modern paper with a handmade air, : 
uts 
best 


paper Rising’s eee “a 


RISING PAPER COMPANY, HOUSATONIC, MASSACHUSETTS 


“ = 
7 
MAKERS OF RISING PARCHMENT (100% RAG BOND) @ RISING BOND (25% RAG) @ RISING 


OPAQUE BOND (25% RAG) @ LINE MARQUE WRITING (25% RAG) @ NO. 1 INDEX (100% RAG) 
HILLSDALE WEDDING AND BRISTOL (25% RAG) * WINSTED WEDDING AND BRISTOL 
PLATINUM PAPER AND BRISTOL (25% RAG) 
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How to Punch 
691 Holes in 


Close Register 


When tolerances are virtually zero, and time is lim- 


ited, it’s tough to produce a magazine insert. 


Exacting Job .. . For this Fortune insert, a replica of the pro- 
gramming board, with red dots indicating the pins, and the 
other holes die-cut through, was prepared in a hurry. 


Most admen at some time or other 
have faced the situation where put- 
ting a creative idea into practice 
seemed to be impossible or nearly 
so. 

Such was almost true for Electro- 
Data Corp., Pasadena, Cal., and its 
agency, Carson/Roberts/Inc., Los 
Angeles, when plans were made to 
Jaunch the company’s first advertis- 
ing with a dramatic die-cut insert 
in the July issue of Fortune. 


> The problem sprang from the crea- 
tive objective of showing a theoreti- 
cal use of an exclusive feature of 
the company’s E101 desk-size com- 
puter. The feature is pinboard pro- 
gramming, simple enough for engi- 
neers and technical personnel to 
learn in six hours. This compares 
with long periods of highly techni- 
cal training required for program- 
ming most computers. 

This in turn led to the idea of re- 
producing the template used for 
programming, complete with its 832 
pinpoint holes, except that the heads 
of pins would be shown as red dots 
to simulate their appearance when 
the computer is programmed. 

As explained by Sid Kahn, pro- 
duction manager for Carson/Rob- 
erts, things got rough at times. 
There were approximately 40 days 
to get the job done. I. S. Berlin, 
Chicago, was chosen for the printing 
job. The agency had used the com- 
pany previously, it had the required 
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facilities, and it is in Chicago, sim- 
plifying the delivery of the 335,000 
inserts required by Fortune. 


> Getting someone to do the die-cut 
job was another matter. Berlin 
called 12 companies it thought might 
be able to do the job, but none was 
willing to guarantee delivery in 
time. 

Because of the 691 actual pin 
holes to be die-cut and registered in 
very exact areas, there was literally 
no tolerance for the die-cut. Any 
slight shift would have negated the 
purpose of the ad. Also complicating 
matters was the fact that the holes 
to be die-cut were not in a regular 
pattern. There is a regular pattern 
to the template, but the red dots 
signalizing pins used in program- 
ming eliminate these holes, thus in- 
terrupting the pattern. 


> If there had been a regular pat- 
tern, perforated wheels as used for 
sheets of stamps could have been 
utilized. Makers of dies for punch 
boards were checked but could not 
do the job in time because of the ir- 
regular pattern of the perforations. 
Checking with Burroughs, it was 
learned the original die for the tem- 
plate had been destroyed. Running 
down the maker of this die, it was 
found he could not deliver in time. 

Finally, Chicago Steel Rule Die 
and Fabricators Co. said it could do 
the job. However, time had elapsed 


and to meet the deadline, it was 
necessary to proceed with the print- 
ing while the die was being made. 
The die-cutting had to be done after 
printing, instead of before as is 
usual. 


> This complication of getting prac- 
tically 100% exact register required 
was met by photographing the E101 
template and making two positives, 
which were checked by Berlin to 
make certain they were identical. 

Berlin kept one and sent the other 
to Chicago Steel Rule Die. A male 
and female die were decided upon 
as best insuring register and a self- 
cleaning die cut. 

One of the potential trouble spots 
was the stretching of the paper from 
changes in humidity or from the 
printing. To control this, all Berlin 
foremen concerned with the job 
were called together, told about the 
job, and what was wanted. 

Prior to the printing the paper, 
Sunray Vellum, was carefully sea- 
soned. This was of the limit weight, 
70 pounds, with a textured finish to 
get contrast with the coated stock 
of regular pages in Fortune. The 
trimmed paper was again trimmed 
on all four sides when it was re- 
ceived from the paper house. 

When the plate for the template 
was made, Berlin borrowed the 
positive from Chicago Steel Rule 
Die and checked it against the plate. 
The job was done on a 52x76”, 





three-color press, 18 up. An intense 
black was desired, and because it 
was felt a heavy printing could 
stretch the paper, the black was run 
twice. 


>» After every 500 sheets or so, the 
positive was laid over the printing 
to see that it was still in register. 
When each bunch of 500 was 
printed, it was taken directly to the 
cutting room, which is not air con- 
ditioned, then returned immediately 
to the air conditioned press room to 
avoid changes in paper size from 
humidity changes. 

In the press room each cut was 
placed on a separate skid and thor- 
oughly wrapped to minimize taking 
on or losing of moisture. For the die 
cutting each skid was then checked 
separately for register. 
> Quite obviously it wouldn’t be 
possible to take on so many diffi- 
culties very often. However, this 
particular job was considered worth 
the candle. A young company, only 
three years old, ElectroData has 
already sold as many computers of 
the E101 size as all other companies 
together. 

In the computer field, which in- 
cludes the “giant brain” computers, 
the company ranks third behind 
IBM and Remington Rand. On a 
commercial basis, computers have 
been sold generally for only about 
the last five years. Yet this year it 
is estimated total industry volume 
will be $260 million. The prediction 
for 1960 is $1 billion. 

As in any growing field, many 
new companies are coming in. Elec- 
troData says there are now at least 
100 companies either in it or with 
plans for computer hardware. In 
the face of this competition Electro- 
Data has started its ad program 
with the objective of maintaining 
and expanding its share of the mar- 
ket. 

The Fortune insert is considered 
the most dramatic means possible 
of dramatizing an ElectroData fea- 
ture which it has exclusively. Sub- 
sequent page ads in two colors, in 
Fortune and 16 technical publica- 
tions, will hammer at the same basic 
theme. 44 
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Savings in time and money 
offered by “central” printing 


location with complete production 


facilities 


Shipping or mailing your publica- 
tion, catalog, broadside or similar 
printed material is often faster and 
more economical when you use a 
centrally located source such as 
ours in the geographical center of 
the U.S. We are presently produc- 
ing program sections of 4 editions 
of TV Gumwe Macazine, typical of 
the quality printing and handling 
facilities we offer. 


Write for 
samples and 
price information 


TIME AVAILABLE ON THIS 
WEB-FED OFFSET PRESS ! 


Newly installed for high speed 
production—one to four colors 
—page size 84” x 11” and 
multiples—up to 64 page sec- 
tions in one operation. Rated 
speed — 20,000 sections per 
hour. 


COMPLETE SERVICE 
@ From Art to Mailing 
@ Intelligent Production 
Counseling 
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HENRY WURST, Inc. 


550 INDUSTRIAL BLVD. e KANSAS CITY 15 


KENS KLIP ART 
100 BIG PAGES of modern 
humorous illustrations 
ready for you to clip and use 
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Send for free sample page 


KENS KLIP ART 
P_O BOX 871, CINCINNATI 1 OHIO 


You Don’t Have To Be An Artist To Use A 


aN Yd VV) 


. PMA: RUT TS 


ee Write Dep't. AR-I 1 for FREE TRIAL 
VARIGRAPH Company, Madison 1, Wis. 


, KANSAS 


Your source for outstanding 
WOODCUT illustration. 
Specimen prints and 
complete information 

upon request. 


ee i 


THE SANDER WOOD ENGRAVING CO., INC. / 542 S. DEARBORN ST. / CHICAGO S 


WATERLESS 
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Permanent type tough “Viny!” 
applied in seconds without water. Saves labor; no 
curling in storage. MADE TO YOUR SPECIFI- 
CATIONS...lettering, numbers, your trademark. 
Send now for FREE SAMPLES and estimate. 
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The proper moisture content in Penn/Brite Offset, 
incorporated on the paper machines, is main- 
tained in this humidified finishing room where 
the paper is sheeted, trimmed, and packed. 


THE WEATHER IS ALWAYS PERFECT IN THIS ROOM 


It’s one thing to put moisture into an offset 
paper as it’s made, but quite another to keep 
the moisture content exactly right during 
sheeting, trimming, and packing. That’s why, 
as the weather changes, New York and Penn 
adjusts the humidity in its offset finishing room 
at its Lock Haven, Pa., mill. 


Keeping our new Penn/Brite Offset under 
carefully controlled conditions from the time 
it leaves the machine until it is “finished” 
provides an extra plus for this fine paper. 
Because these precautions are taken at our 


mill, a printer knows that Penn/Brite, 
with the proper care, can be run with a 
minimum of trouble, even if his plant is 
not humidified. 


Penn/Brite has the brightness that gives 
sparkling reproduction, the smoothness that 
means outstanding printability. Penn/Brite 
Offset is now available in key eastern markets. 
We'll be glad to send you the names of the 
distributors who stock this grade. New York 
& Pennsylvania Co., 425 Park Avenue, 
New York 22, N. Y. 


New York and Penn 


Makers of Penn/Brite Offset * Penn/Gloss Plate * Penn/Print Eggshell * English Finish * English Finish Litho * Super * Clarion Papers * Duplicator * Mimeograph * Bond © Tablet 





Tidewater 
ereates a 


By Phil Seitz 


Utilizing a striking combination of 
interpretative design and dramatic 
sound track, Tidewater Oil Co., San 
Francisco, is making a scheduled 
year-long use of a single 20-second 
color commercial to personify a 
“new look” for the company. 

The commercial was produced by 
Harris-Tuchman Productions, Hol- 
lywood, which was told by Mal 
Dewees, tv-radio director for Bu- 
chanan & Co.: “We want the new 
look. We don’t know what it is, but 
we're sure we'll know it when we 
see it.” 


> The resultant commercial was 
planned as a_hard-not-to-notice 
change of pace from the usual adja- 
cent spots. Having only 20 seconds 
to register, the objective was to 
build a mood for a brand image in a 
memorable manner. Since a 20-sec- 
ond spot is back-to-back with 
hitchhikes, and usually two to three 
other spots, each packed with ideas, 


the intent is to “billboard” and im- 
plant one idea: “You're in good 
hands at the sign of the Flying A.” 

The technique developed is that of 
using visual abstract interpretations 
of musical sounds. It works out like 
this: The spot opens with the sound 
of a tuba. The sound receives a 
hummed reply. This is followed suc- 
cessively by a clarinet, trombone, 
and trumpet, each getting the same 
hummed reply. 

To get a stylized sound, each in- 
strument plays the same four notes, 
representative of an automobile 
horn. There is no spoken word in 
the first 12 seconds. The four in- 
struments finally combine for the 
ending, along with the phrase 
“You’re in good hands at the sign 
of the Flying A” which is sung by a 
chorus. 

Both the “chorus” and the hum 
are produced from one male and 
one female voice, via multiple 
tracking. The female voice is heard 
in four parts, the male voice in 
three parts. Used in this manner, 


Abstract sound and abstract 
design work together to make 


a memorable spot commercial 


for this West 


Coast station 


operator. 


the two voices sound like a chorus 
but offer the advantage that words 
are heard more clearly than is al- 
ways possible with many voices in 
a group. 


> Visually, the viewer sees interpre- 
tations of the sounds. Shapes and 
symbols flow, dissolve, blend into 
other shapes. These are produced by 
animation. The eye is held by mo- 
tion, with the shapes finally blend- 
ing to form a Flying A gas station 
as the phrase “You’re in 

heard. 

Mr. Dewees says that since Tide- 
water is making many changes in 
its marketing procedures, and in- 
vesting a tremendous amount of 
money in new stations, and from 
the consumer point of view putting 
forth a new look, he feels this 20- 
second color commercial “more than 
adequately personifies this new 


look.” 


> The spot is being used in San 
Francisco, Los Angeles, Sacramento, 
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Bakersfield, Fresno, San Diego, 
Portland, Seattle and Spokane. 
Average frequency of its appear- 
ances is about three times per week. 
It is planned to use the commercial 
steadily throughout the remainder 
of 1957. Although there will be only 
one commercial of this type, it will 
rotate with b&w animated spots 
from the third week of August to 
the end of the year. 

Mr. Dewees reports extremely 
favorable reaction to the spot from 
Flying A dealers. They appear im- 
pressed with the idea that Tide- 
water is talking about their service 
rather than gasoline and motor oil. 
“In fact, retail sales supervisors are 
telling us that actual service per- 
formed by many dealers is improv- 
ing as a reaction to our claim that 
they are actually providing better 
service. 

“Public reaction has been ex- 
tremely mixed, as naturally most of 
the viewers see the spot only in 
black and white.” 

From the Tidewater-Buchanan 
viewpoint, Mr. Dewees says, “We 
ourselves believe the spot to be an 
outstanding success in many ways. 
Its major value, however, we feel is 
a rather nebulous one in that it’s 
not geared to actual gasoline sales 
but to creating an atmosphere of 
newness in the company’s advertis- 
ing.” 44 


Department Store Use 
Of Television Surveyed 


Outlays for television advertising 
amounted to less than $300 per 
week for about 75% of the depart- 
ment stores which answered a re- 
cent questionnaire sent out by the 
National Retail Dry Goods Assn. 
About 10% of the respondents, 
budget more than $1,000 
a week for this form of advertising, 
ranging up to 65% of the total 
media budget. 

Of all the department stores re- 
sponding, 28.5% indicated they 
were currently using tv advertis- 
ing, although the association warns 
the answers may be biased in favor 
of tv-users. 

Responsible for tv 
policy 
stores 


however, 


advertising 
decisions in 27.4% of the 
the largest single category 

is the advertising manager. The 
sales promotion manager, after a 
combined position, was indicated in 
an additional 14.7% of the stores. 
The general merchandise manager 
participated in decisions of 25.5% 
of the time. 


> About two-thirds of the stores 
indicate they occasionally use ma- 
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terials submitted by manufacturers, 
but this is apparently due to the 
limited amount of such material 
available. For 87.9% say they would 
use more manufacturers’ films if 
they were made available, and 
three-quarters would use manufac- 
turers’ slides. 

Production of television shows 
and commercials for department 
stores is largely in the hands of the 
store’s own staff. Shows were re- 
portedly produced internally by 
47.8% of the respondents, by adver- 
tising agencies in 30.4% of the cases, 
with the balance of 21.8% being 
prepared by station personnel. 
Commercials were even more fre- 
quently prepared within the store, 
with the figure going up to 57.1%, 
while station production dropped to 
12.3%, and agency contribution re- 
mained nearly static at 30.6%. 44 


“A Moon is Born” . . . New animated 
motion picture produced by Transfilm 
for International Business Machines 
shows the launching of the three-stage 
72-foot long rocket that ejects the first 
earthbound, 
space 


man-made satellite into 


IBM Distributes Film 
On Man-Made Moon 


The first motion picture film of 
“Project Vanguard,’—the man- 
made moon—has been distributed to 
225 tv stations in 12 countries as 
well as motion picture theaters by 
International Business Machines 
Corp. 

Released to coincide with the be- 
vinning of the International Geo- 
physical Year, the four-minute, 
animated film entitled A Moon is 
Born, outlines many of the elements 


involved in the man-made moon 
operation, and included shots of the 
launching operation of the 72-foot, 
three-stage rocket. 

The film was produced by Trans- 
film, New York, and pre-production 
plans were approved by the Naval 
Research Laboratory, the Depart- 
ment of Defense, the National 
Academy of Sciences and _ four 
other participating government 
agencies. 44 


Building Industry Series 
Scheduled For Fall TV 


The story of the construction in- 
dustry will be featured in a series 
of tv programs in the fall, according 
to an announcement by Fred M. 
Hauserman, president of Producers’ 
Council, the sponsoring organiza- 
tion. 

Entitled, “Building America,” the 
filmed documentary series will con- 
sist of four five-minute documen- 
taries and a three-minute editorial 
or interview presenting current 
news from the industry. News of 
building and architectural develop- 
ments plus discussions by adminis- 
tration and congressional leaders on 
government policies and action, as 
related to the industry, will be part 
of the program. 

Production and distribution costs 
of the documentary series are being 
borne by participating members of 
the Producers’ Council, and com- 
mercial advertising by dealers of 
participating companies will be 
available at a sliding-scale cost per 
participation. 44 


Three Factors in 
Believable Testimonials 


Testimonials offered as part of 
a television commercial can vary 
widely in effectiveness, according 
to the Bulletin of the Schwerin Re- 
search Corp., New York. 

Speaking of the type where the 
testimonial is delivered by a con- 
sumer who is identified on the pro- 
gram, there are three key criteria 
for a_ strong testimonial 
mercial: 


com- 


e The testimonial-giver is “outgo- 
ing and not just an announcer’s 
echo. 


® He seems to be real and be- 
lievable. 


® The testimonial is surrounded by 
consistent elements. 


Further details are available in 
the July issue of the newsletter. 
- » for more details circle 510, page 113 
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HAGLE-A TROJAN ONION SKIN 


Here’s a tip for all users of direct mail! For colorful mailing pieces that save on postage, 
use envelope enclosures printed on Eagle-A Trojan Onion Skin. Because this fine 25% rag 
content paper is so lightweight, folders on Trojan Onion Skin travel practically postage-free 
as inserts in multiple mailings. Available in white and five colors, Trojan Onion Skin has lots 
of eye appeal for package inserts and large french-fold mailing pieces, too. 


And its strong durability is ideal for your invoices and office forms. 
Prints beautifully by letterpress or offset. Write for a sample portfolio. 
Other papers in the Eagle-A Trojan line: Trojan Bond, Trojan Record. 


EAGLE-A |) PAPERS 


AMERICAN WRITING PAPER CORPORATION « HOLYOKE, MASSACHUSETTS 
Manufacturers of famous EAGLE-A COUPON BOND and other nationally-known Bonds 
Onion Skins « Manifolds « Ledgers « Bristols « Texts 
Covers *« Boxed Typewriter Papers « Technical, Industrial and Special Papers 
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A Good Lo 


kata 


Television Art Director 


By Georg Olden 
Director of Graphic Arts 
CBS Television Network 

New York 


The art director of a television 
network or station is responsible for 
the design, the supervision and co- 
ordination, and purchase of all art- 
work and lettering required for his 
programs and for the “on-the- 
screen” promotion of programs. He 
is also available as consultant to ad- 
vertising agency personnel with art 
and design problems in their “pack- 
age programs” and commercials on 
the station or network. He uses art 
rendered in all media, but is free 
from the limitations imposed by the 
various reproduction processes in 
other branches of commercial art. 


> But there are some peculiar prob- 
lems inherent to designing for tele- 
vision. The medium is incapable of 
really differentiating between sub- 
tleties of tonal and color contrast 
because, for one thing, the average 
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A prize-winning and articulate tv art director 
explains some of the mysteries that surround his role. 


home receiver is almost never “per- 
fectly” tuned. 

Speed is essential in the design 
and execution of much of the art 
for television. The producer of a tv 
program is frequently unable to 
plan his art requirements very far 
in advance. Often all art for a show 
is designed and finished on a few 
days’ notice; for news programs, it 
is usually just a matter of hours. 

The tv art director is seriously 
handicapped if he lacks at least a 
working knowledge of animation, if 
he doesn’t think in terms of design- 
in-motion. Tricky animation, how- 
ever, can never eliminate the funda- 
mental need for good design and 
good taste — and these are just as 
essential in television as in any 
medium. 


> In the preparation of graphic art 
for television, the same general pro- 
cedure applies as in the making of 
filmstrips and slide art. After the 
design is completed, the art is ren- 
dered on illustration board. The 


lettering is done on a separate trans- 
parent “cel” overlay and _ placed 
over the art. This combination is 
then photographed as a unit, either 
in transparent or opaque form de- 
pending on the tv _ transmitting 
equipment. 

A notion persists among some 
artists and art directors that televi- 
sion design and typography are 
complicated, and require secret for- 
mulas which only the specialist has 
the right to know and apply. Many 
articles have been written listing 
do’s and don’ts, and speculating on 
the elements constituting good tele- 
vision design. Actually, there is 
little need for confusion for, as in 
most areas of design, simple logic 
supplies many of the answers. 


> First of all, let’s analyze, from an 


This article is reprinted from “Art Direct- 
ing.” Nathaniel Pousette-Dart, editor-in- 
chief, published for the Art Directors Club 


of New York by Hastings House. 
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TV Title Cards . 


LIVELY ARTS 


. . Cards like these, which were designed and produced by the author, 


help to establish the character of a television station. 


advertising point of view, the basic 
problem of static television design. 
Unlike space advertising with its 
multifarious variety of sizes and 
shapes, television advertising has to 
contend with an inflexible 3:4 space 
ratio. It takes great ingenuity to de- 
velop new and interesting presenta- 
tions when one has to work within 
just one space relationship day after 
day. 

Another’ characteristic of the 
medium the art director must re- 
member is the “cropping” tendency 
in (1) television transmission, (2) 
kinescope recording, and (3) in 
home receivers. A maximum margin 
must be left around the finished 
work in order to allow full copy to 
appear on the viewing screens re- 
gardless of conditions. 

But there is no great difficulty 
here. Any television station will 
gladly supply the art director with 
the proper specifications or dimen- 
sions within which he must design 
his finished piece. In the final analy- 
sis, all that is required of the tv 
designer is common sense and ad- 
herence to a few simple rules, plus 
the same basic ingredients that ap- 
ply to producing good art in general 
— taste, imagination and ability. 


>» As regards type legibility, let there 
be no question about one point: any 
modern typeface can be used for 
television. These faces will be as 
legible on television as they would 
be under equal space conditions in 
any other medium. If a display face 


is successful in terms of legibility 


and eye appeal when used on a car 


card, it will be equally legible on tv. 

As a matter of fact, our modern 
typefaces have been so carefully re- 
fined in their historical development 
and in their contemporary design 
that they represent the most ade- 
quate treatment of a given shape in 
terms of the purpose for which the 
face was designed. 

Some faces have been designed 
for maximum readability, whereas 
others have been designed pri- 
marily for effect. The injudicious 
use of these faces in any medium 
produces the same result as their 
improper use in television. The same 
rules and the same common sense 
apply in all cases. 


>» On live television, one of the most 
widely used devices is the practice 
of electronically super-imposing 
lettering, picked up by one camera, 
over an image (live, film or art- 
work) picked up by another. The 
technique of superimposition cannot 
yet retain full sharpness and clarity 
to the image picked up by one 
camera without subtracting defini- 
tion to a corresponding degree from 
the other. 

Even when a choice of lettering is 
sound and the background is free of 
distracting contrasts or “busy-ness,” 
the presence of an art director in 
the control room (where the “mix- 
ing” of the two pictures is done) is 
almost essential to guarantee a suc- 
cessful, legible, properly balanced 


“Just picked up another 

big order to silk screen print 
some brand new displays! 

Nice quantity, too. Seems like 

you advertisers and agencies 

are calling on us silk screen 
process printers more and more 
for your counter cards, window 
streamers, direct mail pieces, and 
plenty of other P-O-P material. 


That’s the way it is 
with silk screen 
printing. Every day 
someone discovers 
what a knockout 
selling job these silk 
screen colors do! Our 
new equipment means 
we can handle the 
long runs as easily 
as anyone in the 
graphic arts field. 


Thanks a lot. On 
my way back to the 
plant to get this in 
the works... 

guy needs it 

in a hurry!” 
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Consult your silk screen 
printer for helpful suggestions 


The NAZ-DAR Company 


461 Milwaukee Avenue 
Chicago 10, Illinois 
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PAPERS 


Yes, “BETTER PAPERS ARE 
MADE WITH COTTON FIBER" 
And WESTON BOND proves it 


Because it is made better with cotton fiber, WESTON 
BOND has all the beauty of finish, all the impressive- 
ness and character you look for in a letterhead paper. 
Against the sparkling brightness and uniform texture 
of WESTON BOND, typing looks neater, cleaner... 
letters look more inviting, easier to read. See for your- 
self the difference cotton fiber can make. Ask your 
printer to use WESTON BOND on your next lot of 
letterheads. 

WESTON BOND is available through your favorite 
printer in white, colors, white opaque, white litho 
finish and envelopes to match with instant sealing flap 
gum. Write for a sample book. Address Dept. AR. 


BYRON WESTON COMPANY 
Makers of Papers for Business Records Since 1863 
DALTON, MASSACHUSETTS 


WESTON BOND 


Cotton Fiber Quality Letterhead Paper 
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superimposition. In the absence of 
art supervision in the control room, 
however, this general rule can be 
followed by the technical director: 
a 70-30 relationship, with emphasis 
on lettering. 


> With reference to design prin- 


| ciples, the one thing a tv art direc- 
| tor must learn and transmit to the 
| copywriters, producers and direc- 
| tors with whom he works is that 


the announcer is the _ television 


| equivalent of body copy in space 


advertising. If this fact is ignored, 
the impact of the visual material 
will be destroyed by overloading 
the promotion piece or commercial 


| with unnecessary copy which could 


be delivered audibly by the studio 


| announcer. 


We have learned to limit the de- 


| sign elements in posters to the most 


basic and simple ideas which can be 
caught at a glance. Posters are 
actually a harder medium to work 
with and to design than is television 
graphic art because they receive no 
assistance by way of running copy 
delivered by the announcer. 

And yet, posters are effective in 
their very simplicity. TV graphic 
design, too, can become even more 
effective through the addition of 
movement and elimination of all 


e Art Directing for Visual 
Communication and Selling, 
by the Art Directors Club of 
New York, Hastings House, 
N. Y., 240 pages, $15. 


If there is an answer to the age- 
old question of just what an art 
director is, it will be found in this 
book. 

Handsomely designed and 
printed, with a liberal use of color 
and photography, the book will be 
a welcome addition to the office 
reception room, the living room 
coffee table, or the reference shelf 
of the buyer or user of art. 

Successive chapters, contributed 
by practicing art directors, discuss 
the challenges and requirements of 
various aspects of the profession, 
from the agency staff members, to 
the specialists who deal only with 
outdoor posters or point-of-pur- 
chase material. This article by 
Georg Olden is an example of the 
practical material included in these 
chapters. 

It will be a long time before any 
better picture of the activity of the 
art director will be found. Whether 
you are a director, hope to be one, 
have to do business with one, or 
are just curious about the nature 
of the beast, this book is worth 
reading. 











elements which interfere with the 
immediate visual point — _ that 
which catches the eye of the viewer 
and holds his attention with suffi- 
cient power to allow the audible 
commercial to get its message across. 


> As arbiter of the artistic product 
of so influential a medium as tele- 
vision, it is imperative that the art 
director should have not only im- 
peccable taste but a profound re- 
spect for all phases of visual cre- 
ativity. This requires an under- 
standing of all the visual arts and 
familiarity with other media of 
graphic presentation, in addition to 
knowing the techniques — the 
limitations as well as the advantages 
— of tv broadcasting. 44 


Senate Salad Luncheon 
Sells ‘Good Seasons’ 


A short, newsreel-type film that 
stars Senators and sells salad dress- 
ing is being distributed to tv stations 
on a national basis by the Perkins 
division of General Foods Corp., 
White Plains, N.Y. 

Entitled “Senate Salad Luncheon,” 
the film promotes the sale of Good 
Seasons Salad Dressing Mix via 
scenes showing the new “Senate 
Salad” being served to United States 
Senators and Representatives. 

The salad is shown being served 
from the largest salad bowl in the 
world, measuring 3’x14”. Made of 
solid walnut, with a capacity of 320 
main course servings, the bowl is 
presented in the film to Vice Presi- 
dent Richard M. Nixon for the 
United States Senate Restaurant. 

The recipe for the salad is given 
to the tv viewers by Senator Mar- 
garet Chase Smith who has star 
billing. 

The film was produced by Ma- 
jestic Motion Pictures Inc., 338 E. 
74th St., New York. 44 
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We have clients in America’s foremost industries and would like more 


Printers with Imagination 








Senate Salad Luncheon . . . Mrs. Linwood 
Findley, Mrs. America of 1958, serves 


Vice President Nixon in tv short. 















born Jonathan Chapman, 
has turned from a real man to one of America’s legendary 
characters. During the early 19th century, Johnny roamed 
Indiana and Ohio sowing apple seeds and tending orchards. 
He was a strange, wild-eyed person who wore a coffee 
sack for a suit and a kettle as a hat. He carried neither 
gun nor knife. Wherever he went, among both whites 
and Indians, he was welcomed for his seeds and stories. 


3005S FRANKLIN BLVD 


CHICAGO 12, ILLINOIS 


October 1957 


The shimmering brilliance of fresh-fallen snow .. . the intense moment of a 
lightning flash ... captured for you in Shocking White Plover Bond. 


Shocking White Plover Bond—for those who desire the vividness imparted 
by white fluorescent dye and the notable quality of Plover Bond. 


Like all Whiting-Plover papers, Shocking White Plover Bond is carefully 
crafted from selected cellulose fibers and processed in the water of 
Whiting Springs ... the purest papermaking water in the world. 


Shocking White Plover Bond is now available from your printer. An interesting 
Sample-Demonstration Kit is ready for you. 


Just write Whiting-Plover Paper Company, Stevens Point, Wisconsin. 


Le] Shi paper company, 
¥ 
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Borrow an 


from St 


St. Louis’ modern air terminal has a collection 


of 29 exhibits which are jammed with good ideas. 


By Mildred Weiler 


When the city of St. Louis opened 
its new $23 million air terminal 
early in 1956, it also provided a 
showcase for some of the most out- 
standing advertising displays in the 
country with an annual viewing po- 
tential of 1% million travelers plus 
another 74 million spectators who 
look for something to do as they 
meet incoming and departing planes. 

St. Louis industry admen who 
bought up the limited space fast 
knew they had big promotional op- 
portunities and at the same time 
some new problems. 


e A sketch of the exhibit, in color, 
must be approved by the city of St. 
Louis through its space _ renting 
agency—Lynch, Hart & Stockton 
Advertising Co.—which has _ the 
right to reject any proposed ex- 
hibit which fails to meet high artis- 
tic architectural standards. 


e All exhibits must have 
tion. 


anima- 


@ All must be in color. 


@ All must operate from 7 am to 1 
am daily. 

On days when there is a shut- 
down at another air terminal and 
traffic is diverted to St. Louis, dis- 
plays then remain in _ operation 
around the clock. 


e All the moving parts must be 
capable of standing the long run. 


@ All must be kept clean and re- 
furbished. 


@ Unlike most exhibits, these can 
be viewed from all angles, and in 


most cases from the top as well. 
®@ The exhibit, 


therefore, must tell 


its story from all sides and appeal 
to all age groups. 


e Though audience participation is 
not a requisite, many added this 
selling tool. This involves addition- 
al mechanics and maintenance of 
push buttons and sound tapes and 
the added liability of small fry in- 


terest. 


Space rental contracts run for 
three years with the privilege of 
canceling at the end of one year. 
Some admen maintain the same ex- 
hibit for the year; others change 
it every three or four months by 
changing some of the components; 
others completely rebuild. 


> Rentals run from $4,500 to $6,500 
a year for each of the four 11x12’ 
floor areas; $1,900 annually for each 
of the hexagon cases; $2,200 each 
for the 6x3x3'%’ four-sided cases; 
and $1,600 each for the wall cases. 

A display built for any one of 
these areas costs from $1,500 to 
$15,000 plus the maintenance costs 
and the adman’s time which can 
run from three weeks to three 
months or more while the display 
is being built. 

Lynch, Hart and Stockton Adver- 
tising Co., which sold all the space 
before the air terminal opened in 
March ’56, says that of the 29 dis- 
plays only a few dropped out at the 
end of the first year and those were 
immediately replaced from the long 
list of advertisers waiting for space. 


> Man-size project though it is, 
however, 
pleased with the results. 
With the exception of two, 
the displays were designed, 
installed and maintained by St. 


admen generally are 


all of 
built, 
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Working Model . The scale model 
showing handling steel is on the sides of 
a turning triangular piece 


Products on Coins . . 
of a 


. A plastic model 


changemaker at one end, and 


coins hold vending machine products. 
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Cooperative Display 
breath of fresh air, thi 
has labelled part 


Delivering a 


working model 


Shows & Exhibits ¢ 85 


Project Sharp Images 
DIRECT ON YOUR BOARD 


EARNS MONEY FOR YOU ON EVERY JOB 
The New Model 44 


1tO-Graph 

Art production costs 
drop, earnings go up, 
with an Art-O-Graph. 
Render _ illustrations; 
visualize layouts; 
“drop in” keyline ele- 
ments; capture per- 
spectives; match let- 
tering; insure accura- 
cy; fast scaling; elimi- 
nate stats. No trac- 
ings! 


10 Days FREE 
TRIAL—no obli- 

ation, no 
reight if re- 
turned. 


Write for 
folder! 


DIVISION OF 


- ENGEL, INC. 
728 Wash. Ave., S.E., Minneapolis 14, Minn 


there are 


Photostats... 


and there are 
photostats 


u get 
only the best!... 
GLOSSY + MATTE «+ 
DIRECT-FROM-OBJECT - 
COLOR-CORRECTED - 
COLORONSSTATS (birect color) ete. 


ARROW PHOTO COPY CO. 


414 S. State St., Chicago 5 
HArrison 7-9515 


251 E. Grand Ave. * DElaware 7-5560 
919 N. Michigan Ave. * WHitehall 4-7133 
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Ad, Product & Container. . . Free stond- 
ing exhibit features single product. 


Louis display companies. 
company executives work closely 
with admen to carry out their 
promotional objective, which usual- 
ly includes promotion of the com- 
pany trademark and/or slogan, 
products and brand names, plant- 
office locations and consumer uses. 


Display 


> There are four large floor dis- 
plays, two built by Advertisers Dis- 
play and Exhibits Inc., St. Louis. 


® One of these represents the air 
conditioning industry of St. Louis, 
and is a good example of how 12 
different companies can be included 
in an integrated display, through 
the use of animation and public 
participation. 

The exhibit consists of a refriger- 
ation unit, each component of which 
was made in St. Louis, and each 
identified with the company name. 
Pushing a button starts up the ma- 
chinery for a vivid demonstration, 
with the delectable result of circu- 
lating refrigerated air around the 
display. 


® Monsanto’s floor display, also de- 
signed by Advertisers Display, is 
one of the outstanding exhibits in 
the group. Its base is a photo mural 
map of the St. Louis area, the larg- 
est ever produced in one continuous 


Modern Mobile . . . Eye-catching center- 
piece suggests chemical products. 


Plastics in Color . . . Actual granules of 
plastic show color range and material. 


piece. Twinkling 
places of interest. 


lights pinpoint 


Animation also helps to attract 
attention to a large pylon with il- 
luminated transparencies of con- 
sumer products, a fountain, and a 
reproduction of Monsanto’s Disney- 
land display with eight test tubes 
bubbling colored liquid to repre- 
sent the basic chemicals used by 
Monsanto. 


The map created so much inter- 
est that it was held over when the 
new display was installed last June. 
The new display expanded on the 
map interest by showing enlarge- 
ments of different points of interest 
in the city. 


e The display of National Rejec- 
tors uses both animation and audi- 
ence participation. The company 
make coin-operated machines and 
coin mechanisms for use in vending 
machines in general. 


Its display, enclosed completely 
in glass, features a specially-made 
change-making machine, built with 
plastic parts for the exhibit. Drop- 
ping a quarter or a dime in the 
slot returns the proper number of 
nickels, and also activates the main 
portion of the display. Product rep- 
licas sit on top of enlarged coins, 
representing the merchandise han- 


Pegboard Turntable . . . Famous brands 
of customers attract attention. 





LOUIS DE ROCHEMONT: “Paper, like background music for a motion picture, helps strengthen an — ssion, convey an idea. This fact 


alone requires that it be chosen carefully.”—Mr. de Rochemont, producer of “Cinerama Holiday,” pioneers a new film technique in ““Cinemiracle Adventure. 


Better papers are made with Cotton Fiber“ 


You buy with confidence when you specify cotton fiber papers. Confidence in their BETTER 
prestige-building beauty, greater durability, and outstanding all-around perform- 

ance. These traditional qualities are the product of premium fiber, highly special- 

ized processes, and crafting skills that have endured for generations. Whenever 

fine quality is a requirement, cotton fiber papers are your best buy. 


YOUR SUPPLIER KNOWS... why papers made of cotton fiber (25% mini- 
mum to 100% in the best grades) perform better in a variety of uses. Ask him 
about cotton fiber business and social stationery, indexes, ledgers, onion skin, 


drawing, tracing, blue print and other papers. 


PAPERS 


*¥LOOK FOR “COTTON” OR “RAG” IN THE WATERMARK OR LABEL 


© Cotton Fiber Paper Manufacturers, 122 East 42nd St., New York City 
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we cover 
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with 
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THE QUALITY COLOR 
SERVICE TO THE 
TRADE FOR 


Kodak Dye Transfer 
y Kodak Type C 

Color Prints Anscochrome Printon 

Kodak Flexichrome 

Kodak 3-Color Short Run Litho 
Color Transparencies 

Display Transparencies 

Duplicate Transparencies 
Color Separations for Graphic Arts 


Custom Color Film Processing 


COLOR CORPORATION 
OF AMERICA 


Sofia Building 610 S. Armenia Ave. 
PLANTS: 43 W. 61st Street, Tampa 9, Florida 
* New York 23, N. ¥. Phone: 7-5358 
JUdson 2-4355 


fee ill 
COLOR CORPORATION OF AMERICA 


Sofia Building, 43 W. 61st Street 
New York 23, N.Y. 


Send me your new, free 32-page Technical 
information and Price Catalogue. 


Position 
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Zepp quality photos in quantity offer: Prompt 
Service - Top Grade Reproduction - Low Price 
$05... each (100 lots)" 


h (100 lots)* 
7 Glossy Photos . $062 eat : 
on Glossy Photos . $.08Y2 each (100 lots) 
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*Complete price list on reques 
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PHOTO SERVICE 


Glossy Post Cards . 


3042 Greenmount Ave., Baltimore 18, Md. 
ROBES A ce SCNT NET A TE ANTS 


Palette Patter keeps 
you posted on the latest 
and best in artist materials 
and equipment. Get your 
copy. Write to 


* Dept. AR-10 
i 
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6408 WOODWARD AVE 
DETROIT 2. MICH 
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Animated Pair . . . Buster Brown, in 3-D, 


and his dog, catch travelers’ eyes. 


dled in vending machines. Dropping 
a coin in the slot turns over a coin, 
bringing a new product to light. 


® Granite City Steel Co. shows a 
working model of steel making, 
starting with the raw materials 
coming into its plant and ending 
with end uses. There are three 
episodes in the model. Each ap- 
pears for 90 seconds, and then the 
base rotates, bringing the next sec- 
tion into position. A recorded com- 
mentary can be heard on any one of 
four hand phones positioned around 
the display. Over one weekend, Ad- 
vertisers Display reports, 12,000 
persons listened to the commentary. 


e There are displays from each of 
the two big shoe manufacturers in 
St. Louis. The International Shoe 
Co. exhibit has as its central fea- 
ture a revolving fixture, which ro- 
tates a quarter of a turn and then 
stops. It displays, on its sides, shoes 
and fabric swatches to show ward- 
robe coordination. 

Dealer tie-in is achieved in two 
ways. Signs at the base of the dis- 
play are used to list dealers in the 
area, while a telephone at the top 
of the case gives further informa- 
tion, both about the shoe on ex- 
hibit and about dealers. 


e The current display of Brown 


St. Louis Map . . . Schematic map shows 
location of furniture stores. 


Direct Phones . . . This wall display has 
tie-lines to leading city hotels. 


Shoe Co. is built around the attrac- 
tive trademark of Buster Brown 
and his dog Tige. The 30” figure, 
dressed in bright red velvet, bends 
at the waist and moves his arms 
around. Brown has set up a policy 
of changing its exhibit every three 
to six months. 


e An outstanding example of excel- 
lent customer tie-in is the exhibit 
produced for Cupples-Hesse Corp. 
by Hill & Hill Displays Inc., St. 
Louis. Built within a_ six-sided 
case, the base includes a series of 
translites of the plant operations. 
The unit above, which rotates at 
3rpm, has pegboard sides. Using 
movable shelves, products manu- 
factured by the company for its 
customers are shown. 

Kurt Vahle, vice president and 
director of advertising for Cupples- 
Hesse, says that a postcard is sent 
to each company whose product is 
used in the display. Along with this 
goes a letter pointing out the traffic 
through the air terminal and the 
total number exposed to the prod- 
uct. 

Displays are changed every 60 
days, to show as many of the Cup- 
ples-Hesse customer products as 
possible. These include paper cups, 
cartons and bags made for such 
companies as Putnam Dyes, Bor- 


Tempting Photos . Rotating panels 
carry translites of candy bars. 





‘You have to be seen to be read.” 
You're practically certain your message will 
be seen when you use Sun-Tested Velva-Glo. 
It's 4 times brighter than ordinary color... 
gives you 4 times greater chance to get 
your sales pitch across. 


And another thing: There's a Sun-Tested 
VELVA-GLO fluorescent product especially 
formulated for the exact job you need. 
(See list below.) You can start your layout 
with Qwik-Spray or Opaque Water Color 
(the two latest additions to our product 
family that are particularly useful to planners, 
designers and artists) and go right through 
a completely integrated campaign for 
indoor and/or outdoor use, without 
changing brands. What about cost? 

In relation to results it's low. 


You want the finest in fluorescence, so 
ask for it by name — Sun-Tested VELVA-GLO 
— for velvety smooth jobs. Write on your 
letterhead for free Color Selector. 

Radiant Color Co., 830 Isabella St., 
Oakland 7, Calif. 


RADIANT COLOR CO. 
830 Isabella St., Oakland 7, Calif. 


Manufacturers of Sun-Tested® Velva-Glo® fluorescent 
papers * cardboards « silk screencolors * bulletin colors 
coated fabrics * water colors * qwik-spray colors 





PROCESS PLATES 


at moderate prices? 


Call on G. R. Grubb & Co., a family 
organization of real craftsmen. Because of 
non-metropolitan location, costs are remark- 
ably low. Complete service in all types of 
engravings with union label. Complete color 
department... including color photography, 
color separation and color correction. Fully 
staffed to provide art and retouching. Now 
in 48th year of service to agencies, printers, 
publishers and institutions. Careful attention 
to all orders... personally or by mail. Quick 
delivery by rail, bus or air. 


G. R. GRUBB & CO. 


ARTISTS AND ENGRAVERS 
CHAMPAIGN, ILLINOIS 


READY-TO-USE ART 
PREPRINTED MAILERS 
FOR CHRISTMAS 


Hurry! Get generous free 
samples and prices of these 
time- and money-saving art 
proofs for Christmas. Just 
clip and paste. Wonderful 
for offset. Ready for in- 
stant use and surprisingly 
inexpensive. We'll also in- 
clude samples and prices 
of our Christmas cards, 
Christmas “Longies” and 
Christmas “Vue-Mailers.” 


HARRY VOLK JR. ART STUDIO 
Pleasantville 37, New Jersey 
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den’s, So-Good Potato Chips and 
Grove Laboratories. There has been, 
according to Mr. Vahle, a very fine 
customer response to this unlooked- 
for publicity. 

A by-product of the exhibit has 
been the effect of the plant pic- 
tures on employes. People in the 
plant have made frequent sugges- 
tions that the pictures be changed 
so their departments can be _ in- 


cluded. 


© Switzer’s Candy Co., another six- 
sided display by Hill & Hill, has the 
purpose of establishing its trade- 
mark and its position as the city’s 
largest candy manufacturer for the 
entire family. 

The company trademark, in the 
eye-catching position in the cen- 
ter, is lighted from within and held 
up by a licorice man. Under it are 
illuminated color transparencies of 
product packages. Under that are 
panel sketches of the licorice 
products being enjoyed by every 
member of the family from the very 
youngest up to grandpa. 

One of the interesting features of 
this exhibit is the way in which the 
designer took advantage of the ter- 
minal’s air conditioning to help cool 
the exhibit. This keeps the motors 
somewhat cool, and removes some 
of the heat from the transparencies. 
Fading from heat would otherwise 
be noticeable very soon. 


e Day-Bright Lighting Fixtures has 
one of the rectangular cases. The 
company trademark, in color, tops 
the exhibit. Illuminated translites 
show examples of Day-Bright’s in- 
stallations. Animation is supplied by 
a revolving cut-out figure which 
shows a puzzled man on one side 
and on the other his satisfied coun- 
terpart whose problems were solved 
by correct lighting. 


@ General Metal Products Co., an- 
other Hill & Hill job, uses a large 
mechanical book, with each of its 
eight pages 18x12”. The album con- 
tains photographs of the shop oper- 
ations in sepia. The back of the 
case has a cartoon-style map of the 
greater St. Louis area, with points 
of interest, including the General 
Metals plant, indicated. 


¢ The Lammerts display is de- 
signed to emphasize the stability of 
this furniture firm, approaching its 
centenary. On a base with illumi- 
nated translites showing its fac- 
tories and stores is drawn a simpli- 
fied map of the area. Models of the 
buildings are placed in their proper 
locations. The eye-catcher is a 
large chair trademark which re- 
volves. Hill & Hill changes the pic- 


tures about every six months. 


e The Gaylord Container Corp., a 
division of Crown Zellerbach Corp., 
has designed its exhibit in sections 
to make both installation and re- 
vision simple. 

According to Ad-Craft Inc., St. 
Louis, designer and builder of this 
display, one of the problems was to 
devise an exhibit which could han- 
dle the many varied products of the 
client. The design, as finally worked 
out, is based on featuring a new 
product, which is changed 
three months. 

A product sample is placed on a 
large rotating platform of translu- 
cent Lucite. Nearby is placed a sam- 
ple of the products to be carried in 
the displayed box. 

A background panel carries pic- 
tures of other types of containers 
made by Gaylord, and when possi- 
ble, a blow-up of an ad featuring 
the displayed item. The back of this 
panel carries a story of the pro- 
duction of containers, from the 
model forest shown on the platform 
to the finished box. 


each 


e An interesting cooperative dis- 
play is sponsored by eight hotels. 
Running along a counter, each hotel 
has a background panel outlining its 
features, plus a direct phone on 
which the traveler can make reser- 
vations. The Mayfair and Lennox 
hotels, which show color transpar- 
encies of their rooms and services, 
report that their calls run from 16 
to 24 a day. 


@ Chris Kaye Plastic Mfg. Co., 
with one of the wall cases, uses an 
artist's palette at the center of its 
display, with actual plastic granules 
serving as the dabs of color. Plas- 
tic discs, on which examples of the 
company’s products are placed, re- 
volve at staggered intervals to catch 
attention. A series of three trans- 
lites are illuminated in turn to serve 
as another eye-catcher. A simple 
map points out that the company, 
even though it is in another state, 
is still convenient to St. Louis. The 
company reports some direct orders 
that have already been traced to the 
display. 


> It is hard to measure the direct 
effectiveness of such displays. The 
exhibitors themselves seem to feel 
their investment is warranted, 
judged by the rate of renewal. And 
Hill & Hill reports that their small 
identification signs, placed in an 
inconspicuous part of their displays, 
have drawn letters of inquiry from 
all parts of the country, many of 
which are quite specific and ask 
about production costs. 44 





For Backgrounds... 


New Materials Offered 
With Color and Body 


Every exhibit and window display 
must have a background, and de- 
signers often look for something 
that is light in weight, easily port- 
able, flame-resistant and attractive. 
Materials not usually thought of as 
exhibit backgrounds often act as a 
spur to the imagination, including 
some of these listed here. 


Stage 
Curtains 


Du Pont’s Tontine 
is now available in 
a wide variety of 
colors and textures suitable for 
backdrops and draperies, as well as 
for stage curtains. Described by its 
manufacturer as flame _ resistant 
vinyl material, it comes in 54” wide 
rolls. 
Samples are available. 
- for more details circle 518, page 113 


Vertical 
Venetians 


There are unusual 
possibilities in 
Flexalum alumi- 
num draw draperies, a product of 
Hunter Douglas Aluminum Divi- 
sion, Bridgeport Brass Co., New 
York. An illustrated booklet, “Ex- 
citing New Ways to Dramatize 
Your Windows,” shows various 
adaptations of the draperies to home 
decoration in full color, and suggest 
numerous applications to exhibit 
design. 

The slats can slide along a special 
channel which allows them to be 
turned as desired. Twenty colors, 
both solid and patterned, permit a 
wide selection of color combinations. 
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Contra-lite 
Curtains 


These vinyl plastic 
light control cur- 
tains, by Colonial 
Plastics Co., Richmond, Va., are 
made of two layers of plastic, from 
General Tire & Rubber Co., lami- 
nated together. Their smooth tex- 
ture and even solid color make 
them suitable for custom § silk- 
screening furnish an unusual back- 
drop without permitting light to 
shine through. 
A descriptive folder and sample 
swatches are available. 
- for more details circle 520, page 113 


Light Control 
Draperies 


Designed primarily 
to block out light 
for motion picture 
projection, these plastic draperies, 
trademarked LuxXout, come in 
varying degrees of opacity, and in 
both solid colors and attractive 
prints. Among its applications in 
the exhibit field is as an opaque 
divider between sections of an ex- 


hibit, or as a 
opaque, backwall. 
An illustrated circular, 
Plastic Products Inc., 


lightweight, but 


from 
Richmond, 


shows the various ways in which 


the material can be installed. 
- for more details circle 521, page 113 


Catalog Gives Examples 
Of Formica Surfaces 


The exhibit possibilities of For- 
mica decorative art are illustrated 


in a new, eight-page, booklet from | 


Formica Corp., Cincinnati. 


Directed at the architect, deco- 


rator, interior designer and com- 
mercial property owner, the book- 
let contains illustrations of various 


Formica wall treatments plus ex- | 
amples of Formica laminated plas- 


tics on fixtures, etc. 
Full color photographs show spe- 


cial Formica silk-screen jobs, and | 
many of the 70 Formica colors and | 


patterns. 
A question and answer 


on construction application. 


- for more details circle 522, page 113 


Not Cheesecake But Hen 
Draws Exhibit Viewers 


An unusual but effective exhibit | 
model was seen recently when Ray | 


Cashman, White Leghorn breeder, 
Webster, 
exhibit at the annual poultry con- 
vention with an enlarged photo- 
graph of a prize hen sitting next to 
an almost full crate of eggs. 

The model in the picture was 


“Lady Kentucky” who laid all but | 


five empty cells in a case of eggs 
during her first year of production. 

Her photo with the almost-full 
case of eggs was blown up to a 
four-foot enlargement, mounted on 
an easel and given the star spot in 
the exhibit. 44 


Easy Touring . . . Taking the ‘’tired 
feet’’ sting out of plant tours, Maytag 
Co. treats its visitors to a trip through 
the plant via its new 


aa 


“"visitor’s car. 


check | 
list in the booklet offers specifics | 


Ky., drew viewers to his | 


\ 
yo" Attractive 
Ad ver tising on business 


cars without any marring or dam- 
age to car. No holes to drill. Signs 
are removable in one second. Quick 
easy economical copy changes. 
“These are only part of many ad- 
vantages had with exclusive pat- 
ented Bumpa-Tel Signs.” 


FLEET OPERATORS: Take 
advantage of the advertising value 
of your cars. 


ADVERTISING AGENCIES 
AND SIGN COMPANIES: 


Sell these to your customers. Write 
us for details. 


BUMPA-TEL SIGN CO. 


MOUNDS, ILLINOIS 
U. S. PATENTS CAN. PAT, PEND. 


TEL-A-STORY TCs: 
PVE a Bete 


Gives Your Product 
A Colorful 

Moving Message 
That Sells 


The Tel-A-Story 
PEPS UP POINT Automatic Projector 
OF SALE will sell your prod- 
STIMULATES SALES uct using twelve 
MEETINGS omm or 2” x 2” 
square transparen- 

cies on a 156 sq. in, picture screen. 
Copy changes automatically every six 
seconds. Economical to own and use. 
Ideal for any type product or service. 
Write Dept. 7 

for illustrated brochure 
and prices 


DRAWS CONVENTION 
CROWDS . 


aS tts a Ls 


523 Main Street, 


Davenport, lowa 


WRAP-AROUND *’. ss” 2%" faces 
CHROME STEEL (orpointofsale 

PLASTIC AND 
SIGN FRAMES suss scx 

RE EN 
Just Wrap Around and Clip 
ques Free Sample Assortment 


THE YARDER MFG. CO. 725. PRi'es *srres 


+ TOLEDO 12, OHIO 
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Guest of Honor... . The First L.ady is the cen- 
ter of attraction at this ladies’ luncheon at the 
last national convention, but with close crop- 
ping, you can almost hear her say: *’. . . and 
then | said to lke. 


90 © Art & Photography 


On the Jaw .. . The full negative of 
this picture, shot at the Robinson-Gav- 
ilan fight, is dramatic, but it takes 


cropping to really get the effect of a 
smash to the jaw. 





By Robert G. Shand 
Managing Editor 
New York Daily News 


Last year this newspaper won a 
Pulitzer Prize, the first time it has 
ever been awarded, not for an in- 
dividual picture, but for over-all 
coverage. The words used in the 
citation were “consistently excel- 


How do you produce “consistent- 
ly excellent” pictures? Actually it’s 
no trick at all. All you need is a 
staff of about 50 brilliant photog- 
raphers who are determined to the 
point of fanaticism; an assignment 
editor with brains and ingenuity, 
who is not only an executive and 
a leader but also one of the boys. 

You need a studio with the latest 
in equipment and a studio manager 
who not only is up-to-the-minute 
in new developments, but also has 
a few things up his sleeve for the 
future. You will need, too, picture 
editors who are wizards in the art 
of displaying photographs; you will 
need the best engraving room in the 
city as well as constant experiment- 
ing with inks to get the best repro- 
duction. 

Then, with a lot of hard work 


This article has been condensed from 
a talk at the 1957 Visual Communications 
Conference, Waldorf-Astoria Hotel, New 
York. 


Following a Fire . . . The full shot 
is a fine one, but cropping gets to 
the meat of the picture. 


Cropping Large Helps .. . Most 
papers cropped close to Mayor 
LaGuardia, but the News ran the 
full picture for half a page. 
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PRODUCTS FOR YOUR 
TV AND ART DEPT. 


“STORYBOARD” PAD 


The pad thet has big 5 x 7 
video panels thet enable § 
you to make man-sized TV 
visuals. Perforated video 
and audio segments on gray 
background. 


No. 72C—Pad Size 14x17” 
(50 Sheets—4 Segments on Sheet) 
No. 72 E—Pocket Size 6% x 814” 
(50 Sheets—1! Segment on Sheet) 


Tomkins TELEPAD 


Most popular TV visual pod 
with 2Y,x4" video and 
audio panels on gray back- 
ground. Each ponel perfo- 
rated 


No. 72A—19 x 24” 

(50 Sheets—1!2 panels on Sheet) 
No. 72B—Pocket Size 8x 18” 

(75 Sheets—4 panels on Sheet) 


VIDEO PAPER 


Sensational new paper for 
TV artists. Makes an ordin- 
ary pencil line vivid and 
colors just pop! Write for 
sample. 


FREE SAMPLES 
FOR THE ASKING! 


Write on your letterhead for 
200-page catalog of art sup- 
plies. ‘“‘An Encyclopedia of 
Artists Materials'’. 


CC Mek eae 


2 West 46th St... New York 36 





The Free RCS House 
+8 Organ idea Kit 
offset : —- — 
nted samples 
lithographic coumine — 
ideas simple typed sheets 
R to elaborate 
w booklets. 


Here’s evidence 
of how offset 
printing and low- 
cost RCS Planog- 
raphy can be 
tailored to do an 
effective job for 

! you, no matter the 

| | size of your budget. 
! 
| 


Newsletters are 
ideal to simplify 

| | direct-mail 

| production, provide 
| continuity, and 

| | coordinate your 

| promotion. 


| | Offset gives art 
| work the versatility 
to make ideas 
more effective. 
| RCS offset printing 
assures quality that 
| is a halimark of 
good reproduction 
| regardless of cost. 








| Send for the 

House Organ idea 
| Kit or an estimate 
| now! 


OFFSET PRINTERS 
123 N. Wacker Dr. 
Chicago 6, Illinois 


Rush my House Organ Idea Kit to: 


SS ae 


ar October 1957 


and a little bit of luck, you'll prob- 
ably do all right. 


> Let’s say that we have gathered 
some fine pictures for tomorrow’s 
paper. The next step is how best to 
display them. Fundamentally, I 
have always preached the doctrine 
of play them big. If they are great 
pictures, they deserve it; if they 
are mediocre, they need it. 

Your print, as it comes out of 
the studio, must be regarded mere- 
ly as raw material to be edited, just 
as the written word is edited. Your 
first decision is often a matter of 
making your choice between a gen- 
eral view and a closeup. 


> The general view is the broad, 
informative picture; the closeup is 
the intimate human shot. On the 
News, we lean to the closeup. But 
you must always give careful con- 
sideration to the effect you want to 
create. Look at the picture Charlie 
Hoff, one of our expert sports pho- 
tographers, made during a Robin- 
son-Gavilan fight. But now look at 
the closeup version. Here you real- 
ly get the effect of Robinson’s 


Point of Action . 


crack. 


smash to Gavilan’s jaw. 

Close cropping is more dramatic, 
and it is also valuable when space 
is limited. But sometimes cropping 
robs a picture of its significance. 
Take the picture of old Butch La- 
Guardia, who had a keen sense of 
the dramatic. During one of his 
campaigns he stopped off in Car- 
negie Hall to listen to a rehearsal 
of a symphony orchestra. The 
cropped shot appeared in many of 
the New York papers the next day, 
but the News ran it uncropped, in 
half a page. 


>» There is one last thought — which 
is true whether you are selling 
newspapers or merchandise. You 
can have magnificent pictures clev- 
erly displayed; you can have bright 
stories and features, snappy head- 
lines. You can introduce novelties 
and contests. But in the long run, 
all that is fruitless if the reader is 
not convinced of your essential 
sincerity and integrity. Believe me, 
this is no idle platitude. You must 
watch for the guideposts of charac- 
ter. You must be honest with your 
public. 44 





. . Here’s a shot from 
a pro football game at the Polo Grounds, 
but when a piece of the negative is en- 
larged, you can almost hear the bones 


Cropping Replaces Position 


as photographer 
enough to make 


to, cropping sometimes helps 


Emphasize a Detail .. . This shot of 
four men grabbed in the act of bur- 
glary is more effective when you con- 
centrate on the planted cop’s eye. 


GLOSSY PHOTOS 
IN QUANTITY 


We make 
what we be- 
lieve to be the 
best genuine 
glossy photos 
in the busi- 


ness. 

We believe 
this because 
our customers 
say so and 
keep coming 
back year 
after year. 

Our prices are competitive. 
Our quality is superb. 

Our service unexcelled. 

Try us the next time you need 
quantity photos. 


PRICE LIST 
8 x 10 GLOSSY PHOTOS 


.. . When 
get close 
the shot he wants 


can't 


Copy negatives of your prints, $1.65 
per negative. Samples, other sizes, 
prices on request. 


MAJOR PHOTO Co. 
Commercial Photographers 


1210 N. Clark Street * Chicago 10, Illinois 
Dept. 0-10 s Telephone: MI chigan 2-5651 


The Face’s the Thing . . 
suspect, 
makes a 


. A murder 
dumped 
better 


into a patrol 
picture 


car, 
in a real 


closeup. 


Datidy 
C. Markman, 
Artist 


DADDY says 
Barbie’s heard me praise 
it so much, she figures I'd 
stand in line for LI-NUP, Bourges 
new blue gridded illustration board. 
All I do is line up, square up, meas- 
ure and mount.” Phantom blue lines 
will not photograph. 

Order Bourges LI-NUP Board, 
Bristol ond Pads from Your 
Dealer This Week! 


NATIONAL CARD, WY 
MAT and BOARD CO. 


Be AR See eels el ee ve ee 
eT ee ee 
oT de me ee ee le 


“ 
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in service 
in quality 


largest 
production 
S photo- 


firm invites your patronage. 


IN 


Singleweight Quantity 5x7 
glossy $ 2.75 


these 
low prices 


22.50 
42.50 
75.00 
1.15 1.65 


(Serum GLOSSY PRINTS 


MATIC 


59 E. Illinois St. Chicago 11, Ill. 
Whitehall 4-2930 





NATURAL COLOR 
POSTCARDS 


MADE ONLY BY COLOURPICTURE 


AT NEW LOW PRICES!! 


Plastichrome®, winner of the Lithographers 
National Assoc. Award for 3 straight yeors, is 
unequalled for quality, ‘‘true-to life’’ color and 
they're backed by the foremost manufacturer of 
postcards in the world. They offer unlimited 
possibilities for product promotion and mer- 
chandising of your advertising campaign. A 
must for deoler promotions. Made from trans- 
parencies — COST LESS THAN Ic EACH. 


Also available are jumbo size 
self moilers, king size cards, 
brochures, and broadsides. All 
in beautiful natural color. 
Use genuine Plastichrome® 
postcards — made only by 
Colourpicture. 

Remember, there is no card 
**just as good’ os Plastichrome. 


Write for complete information, 
samples and new low price list. 


COLOURPICTURE PUBLISHERS, INC. 


392 NEWBURY ST., BOSTON 15, MASSACHUSETTS 
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Last-Minute Aids... 


New Art Tools 
Meet Deadline Needs 


Recent entrants in the art supply 
field substantially reduce drudgery 
for the artist and help him steal a 
march on _ important deadlines. 
Samples to cross AR’s desk include 
the following. 


Krylon Markets A new fixative 
Fast Fixative spray, fast-drying, 

odorless and non- 
staining, has been developed by 
Krylon Inc., Norristown, Pa. The 
Workable Fixatif, No. 1306, is pack- 
aged in aerosol form for easy ap- 
plication. It provides a durable, 
flexible protective coating on pencil, 
charcoal, color pencil, pastel, ink or 
paint surfaces within seconds after 
spraying. 

The new product is designed as 
a companion to Crystal-Clear Per- 
manent Spray Coating for finished 
surfaces. Its use is recommended 
when immediate fixing and tempo- 
rary protection of original work are 
needed. After application, Workable 
Fixatif and the medium beneath 
are easily erased or worked over if 
alterations are necessary. 

Retailed in art stores, the spray 
is priced at $1.95 for the 16 oz. size, 
and 98c for the 6 oz. size. 


Velva-Glo 
In Spray Form 


A spray container 
for fluorescent col- 
ors makes it possi- 
ble for artists to spray the desired 
paint evenly and quickly on paper, 
wood, metal, glass and many plas- 
tics. Radiant Color Co., Oakland, 
Cal., offers dealer information and 
color samples of this new product— 
Velva-Glo Qwik-Spray—and also 
of its Bulletin colors for commercial 
signs. 

Both fluorescent products come in 
pink, cerise, red, chartreuse, orange, 
green, orange-red and orange-yel- 
low. Qwik-Spray, developed for 
commercial artists, sign and dis- 
play men and hobbyists, has very 
fine pigment particles for easy flow 
and leveling. Its 16 oz. container 
has a new type of valve that elim- 
inates internal clogging; the noz- 
zle is easily cleaned. 

Qwik-Spray colors, the company 
reports, are opaque enough to be 
used effectively over dark finishes. 
They stay bright indefinitely in- 
doors, and for 30 days or more in 
direct sunlight. 

Velva-Glo Bulletin colors, for- 
mulated especially for commercial 
sign painters, are ready to use, 
without thinning. They flow and 
level well, can be easily brushed, 
sprayed or roller coated. Two me- 


dium coats will last up to six 
months outdoors. 


+ » « for more details circle 523, page 113 


LI-NUP 
For Mechanicals 


Details on a new 
illustration board 
with a nonphoto- 
graphic blue grid for measuring 
and position artwork are offered by 
Bourges Color Corp., New York. 
LI-NUP resembles graph paper, 
and is available in bristol or board 
in a 22x28” size. The nonphoto- 
graphic blue lines are spaced at 
1” intervals, graduated to give 
easier measure, allowing artists to 
line up, square up and measure as 
they mount. 

The superwhite surface takes pen 
and brush line work easily. LI-NUP 
sells for 60c in bristol, and $1 in 
board, at leading art supply stores. 

- » for more details circle 511, page 113 


X-Marx A convenient new 
Register Tape size of X-marx 
register mark tape 
is available in a $1 dispenser size 
from Bienfang Products Corp., 
Metuchen, N. J. Register marks are 
printed on clear cellophane tape. 
This provides precision points for 
keying color artwork and dropouts, 
and for surprinting on the original 
board or acetates. 
Further details on the tape and 
dispensers is available. 
- « for more details circle 512, page 113 


Chart-Pak A 22-page catalog 
Visual Materials from Chart-Pak 

Inc., Leeds, Mass., 
brings together the latest facts on 
the company’s preprinted tapes for 
preparing graphs, charts and lay- 
outs. New products highlighted are 
drafting room and office machine 
templates, transparent color tapes, 


Pencils on End . Eberhard Faber’s 
new full-color catalog features a cover 
with its products positioned in place by 
invisible pins. Photographer Roderick 
Horne shot the pencils and _ erasers 
against a green felt background. 





For campaign material 


Can your business 
co-exist with 7O million 
captive people’? 


As long as an Iron Curtain shuts off the satellite countries 
of Europe, the framework and future of free enterprise 
will be in danger. 


There is proof before us every day that the world can pros- 
per fully only when men everywhere are free to choose their 
own way of life, build their own businesses and till their own 
land. Yet behind the Iron Curtain 70 million people are still 
virtual prisoners of the Communists. 


There are a number of ways you and other American 
businessmen can help these people, yourselves and the 
world. One of the most direct is through Crusade for 
Freedom, sponsor of Radio Free Europe. 

For six years, this powerful overseas broadcasting 
operation has been beaming the truth into five key satel- 
lite countries. It has been outstandingly successful. 

The Communists have spent fabulous sums trying 
unsuccessfully to jam RFE’s programs. The bill for 
this last year in Poland alone was estimated at 
$17,000,000. Two-thirds of this amount will support 
the entire RFE operation for another critical year! 


And we know from letters and reports that truth 
from Radio Free Europe has helped keep alive the 
desire for freedom. The proof is history. 


So give your generous support to Crusade for 
Freedom in aiding these 70 million captives. If 
you don't send them the truth—who will? 


Some ways business executives have 
helped. Check the ones you are interested in. 


Display Crusade material on your company bulletin board. 


Plan a paycheck stuffer to inform your employees 
of the importance of the Crusade for Freedom. 


Plan to conduct an in-company solicitation. 


Match employee funds with your Truth Dollars. j \] 


and information write CRUSADE FOR FREEDOM, {| 345 Weost 4éth St., N.Y. C. 17% 
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a tape-pen and tapes slit to news- 
paper point size. 

The company offers commonly 
recognized lines, bars, shapes and 
symbols, professionally drawn and 
precision printed on _ adhesive- 
backed, pressure-sensitive tapes or 
sheets. Materials may be purchased 
individually or in convenient kits. 

Prices and instructions for using 
these visual materials are included. 

. for more details circle 513, page 113 


Wallet File 
Protects Negative 


A brochure from Pictorial Labo- 
ratories Inc., New York, details the 
photofinishers’ new custom develop- 
ing service for roll and sheet film, 
which provides a wallet file for pro- 
tecting the customer’s negatives in- 
definitely. After developing, the 
negatives are inspected, then re- 
turned in poly-vinyl protective 
sleeves within a wallet. The wallet 
is of durable stock with a button 
closure and space for exposure in- 
formation. 

While these wallets are provided 
free with custom developing, indi- 
vidual ones for roll film are avail- 
able without developing for 39c, 
and for 59c for pack and sheet film. 

Pictorial was formerly known as 
Pavelle Laboratories. 

. for more details circle 514, page 113 
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Colorfax Offers 
Exposure Guide 


A new exposure guide for high 
speed Super Anscochrome color 
film is offered by Colorfax Labora- 
tories Inc., Silver Spring, Md., di- 
rect-mail film processors. The guide 
has been prepared by Ansco to as- 
sist in achieving daylight or flash 
exposure accuracy, and _ includes 
filter recommendations for the film, 
which is reported to be as fast as 
many fast black and white films. 
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New Stock Art 
Collection Issued 


A new collection of stock art has 
been issued by Ken’s Klip Art, Cin- 
cinnati. This portfolio contains 100 
sheets of line drawings printed on 
coated stock suitable for reproduc- 
tion. 

The index sheet gives brief de- 
scriptions of the subject covered 
on each page, while the sturdy 
binder enables the user to pull out 
any single sheet without disturbing 
or spoiling the remainder. 

An additional feature of the port- 
folio are thumbnail sketches on each 
page showing how the entire draw- 
ing, or elements from it, can be 


or, in the 

plain English of 
our engraver's 
craft, “Practice 
is the best 
master.” 


Collins, 
Miller & 


Hutchings, Inc. 


AMERICA’S FINEST PHOTOENGRAVING PLANT 


333 West Lake St. © Chicago 6 


© tak wut FANN 
@ 1957 KENS KUP ART 


Typical Page . 
shows 


. Stock art collection 


variations using basic drawing. 


used to tie in with other concepts 
and slogans. 

The purchaser has the right to use 
or reproduce any of the art in- 
cluded without further permission. 
A descriptive folder is available. 
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Bettmann Lists 
Old Prints on Tap 


From its vast store of antique art, 
the Bettmann Archive, New York, 
has prepared a thumbnail index of 
all the picture groups ready for use. 
Admen reading its new brochure 
will be able to specify old prints 
and photos “from primitive cave 
scratching to the Gibson girl.” A 
group of glossies, captioned, will be 
sent on thirty days’ approval. 

Dipping into the alphabetical in- 
dex, readers will find such subjects 
on tap as “Amusement Parks,” 
“Country Stores,” “Firearms,” 
“Shipwrecks’—to name a _ mere 
handful. They may be portrayed by 


FUOUEEOEOEDOREORUREUCOEEOEOOEOEROCOUEOREOEEOEOCEOEROHROEOHECREOEOtROHROROHEDE 


Portable Drawing Board . . . The Graph- 
ostat, measuring 10x12’’, comes com- 
plete with two transparent plastic tri- 
angles, paper clamps, and a transparent 
tracing surface. Leslie Creations, Lafay- 
ette Hill, Pa., markets the drawing aid 
for $4.95, plus postage. 








Type C prints 

from Kodak color negative 
materials provide 

a new dimension 

in photographic illustration— 


they reproduce magnificently. 


EASTMAN KODAK COMPANY 
Rochester 4, N. Y. 





REPRODUCED FROM A TYPE C PRINT—Photography: Herbert Loebel 





Prominent Users of Strathmore Letterhead Papers: No. 150 of a Series 


The quiet power 


of Quality! 


Your letterhead is an ambassador for your busi- 
ness. It speaks eloquently of the character of your firm. The letter- 
head of the Curtiss-Wright Corporation on Strathmore paper is 
indicative of the dignity, quality, and taste that important organ- 
izations seek in their letterheads. Each day thousands of letters, 
written on Strathmore papers, quietly but powerfully affirm the 


integrity of many of the most famous names in American business. 


Curtiss-Wright Corporation, leading manufacturer 
of aircraft engines, equipment and components, and many other 
diversified industrial products, recently announced a new concept 
turbojet for transport aircraft. This new engine, the cool and quiet 
TJ38 Zephyr turbojet, is the first jet engine developed exclusively 
for both medium and long range commercial airliners. 


STRATHMORE LETTERHEAD PAPERS RATHMORE PARCHMENT 
THISTLEMARK BON ALEXANDRA BRIL ANT 3AY PAT 


STRATHMORE S<¢ 
H BONI STRATHMORE WRITING 
TRATHMORE BON ENVELOPE O A co ERTED BY OLD COLONY ENVELOPE 


STRATHMORE THIN PAPERS RATHMOF PARCHMENT ONION SKIN 


ONION KIN STRATHMORE BOD Ail RATHMORE BOND TRANSMASTER, REPL 


STRATHMORE BOND 


Better Papers are made with Cotton Fiber 


STRATHMORE 


Makers of Fine Papers 


STRATHMORE PAPER COMPANY, WEST SPRINGFIELD. MASSACHUSETTS 
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line drawings, paintings, etchings or 
photos. 

There is a nominal charge fo! 
layout use and assembling of spe- 
cial sets of prints. Reproduction 
rates, the brochure points out, are 
moderate, to make the use of the 
prints practical in any medium. 
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Photo Mounts Tell 
‘You’ve Been Minoxed’ 


Now prints made from the minia- 
ture Minox camera have their own 
identifying picture mounts—sturdy 
bristol folders which hold one photo 
each, have space for the giver’s 
name, place and date where the 
picture was taken. The folders an- 
nounce to the recipient that “You've 
Been Minoxed,” are a recent de- 
velopment by Minox Processing 
Laboratories, Forest Hills, N.Y. 
Each packet of 25 sells for $1. 

The photo mounts, which usually 
reveal the subject in an informal, 
unrehearsed mood, are suggested 
for public relations use as well as 
for remembrances to friends and 
relatives. The small folders are 
available from Minox Processing 
Laboratories, Box 94, Forest Hills 
te, N.Y. 44 


Split-Page Catalog 
Shows Crane Parts 


The use of split pages solved a 
cataloging problem for crane man- 
ufacturers Manning, Maxwell & 
Moore Inc., Muskegon, Mich., in 
preparing a descriptive bulletin on 
company products. Because engi- 
neers need to combine two or three 
crane components for their particu- 
lar requirements, the major part of 
the catalog has horizontally divided 
pages. By flipping the top or bottom 
halves, readers can arrive at the 
“package” that is most suitable for 
the loading job at hand. 

Index tabs identify the loading 
capacity of each crane, and chart- 
like boxes help readers evaluate 
features and advantages of each 
component. a4 





ays 
packages 
an promote 
premiums 


en it comes to point-of-purchase, your package is on 


its own. If you want premiums to help build sales, you'd better 


By Saul Nesbitt 
Director, Nesbitt Associates 
New York 


In today’s buyers’ market, com- 
petition is daily becoming more 
rugged and it is only natural that 
the manufacturer is turning to gim- 
micks and a variety of lures to in- 
fluence shopper preference and pur- 
chase of his brand. 

So many manufacturers are turn- 
ing to this mode of sales promotion 
that we actually have a situation 
where competing companies are 
striving to out-do each other in 
offering attractive buying induce- 
ments to the consumer. In other 
words — as confirmed by only the 
most cursory study of supermarket 
shelves — “special deal” is compet- 
ing with “special deal.” 


>’Even though the manufacturer pre- 
sells his bonus or premium deal in 
his advertising, he is recognizing 
that the package is the brand’s final 
spokesman when the shopper stands 
before the shelf to make her selec- 
tion. He knows his special offer or 
premium deal must be presented in 
the strongest style and terms on the 
package. 

Result: The package’s selling load 
is tripled. It must identify and pro- 
mote the brand — and it must con- 
vince the shopper of the big value 
she is getting in the special or bonus 
deal. 


> Let’s consider the major reasons 
why a manufacturer may elect to 


let the buyer know what you're offering. 


incorporate a special or bonus deal 
in his promotional strategy. He can 
use it to: 


1. Bolster sales during a slow 
period or give greater impetus to 
sales during a heavy demand pe- 
riod. 


Attract new customers to his al- 
ready established brand and 
product. 


Stimulate quantity purchases 
(bigger unit sales) and thus 
establish and expand customer 
loyalty through long-term use of 
the product. 


Insure repeat sales through the 
offer of premiums for box tops or 
labels or for accumulated cou- 
pons. 


Introduce an additional or 
lated product. 


re- 


Announce and introduce a new 
or improved formula of a prod- 
uct. 


Check consumer reaction to a 
product and test pulling power 
of advertising appeal. 


Undersell his competitor by of- 
fering an attractive cash bonus 
or “out-sell” his competitor by 
the inclusion of an attractive 
premium offer. 


Regardless of motive, the manu- 
facturer cannot afford to lose sight 
of the two fundamental functions of 
really good added-incentive pack- 
aging: 





COMMERCIAL OR 
INDUSTRIAL... 


You can 
build 
sales 
volume 
with — 
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PROTECTIVE 
A ee CE 


Thilco DECORATED functional 
papers cost only a few cents more 
than plain, drab looking wrappings 


Choose any Thilco functional paper that best serves 
your protective needs, then order it Print Decorated 
with your company name or trade-mark. It's the 
cheapest advertising space you can buy! Take a 
tip from America's leading retail stores or from 
Quaker State Metals Co. — Note how they add 
eye and sales appeal with low cost ‘personalizing 
on their wrappings — make a traveling adver- 
tisement out of each package or shipment. Ideal, 
too, for simplified inventory control. Get the 
complete facts, today. 


Thilco FUNCTIONAL papers 
Asphalted Waterproof Barriers, 
Waxed Moisture-Vapor Barriers, 
Glassines and Greaseproofs, 
Polyethylene Treated Papers, 
Specialty Krafts and Bags. 


Write for free Sample kit. 


ee Vee 


| THILMANY PULP & PAPER COMPANY 
KAUKAUNA - WISCONSIN 


NEW YORK @ CHICAGO © DETROIT ® CINCINNATI 
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® attracting attention to the brand 
in a new way; 


® maintaining strong product iden- 
tity. 


> For this type of operation the 
paekage must be so designed as to 
tell the “special offer” story quickly 
— in bold and briefest form. The 
cash discount deal must accentuate 
the worthwhile savings-to-the-cus- 
tomer angle. And the premium deal 
should point up the need or advan- 
tage of the item offered. 

The design technique or device 
involved in the package promotion 
of a discount deal or premium deal 
is necessarily determined by: 


® the type of bonus deal; 
® the nature of the product; 


® the product’s container — 
bottle or jar, or can. 


carton, 


’ The most frequent cash discount 
deals are such as “10c off regular 
price” and “one package at regular 
price — additional package for only 
le extra.” 

For the first kind of discount deal 
the designer may incorporate a spe- 
cial panel or sunburst to serve as 
an attention getting background for 
the offer. Effectiveness of the 
added-incentive feature of the 
package will depend on the de- 
signer’s skill in positioning the spe- 
cial panel or frame and on his 
choice of typography. On the other 
hand, he may devise a special sepa- 
rate sleeve or a band which may be 
fitted over and fastened to the prod- 
uct’s standard package. The advan- 
tages of the sleeve or band will be 
pointed up in a later paragraph. 

The second type of discount deal, 
because it involves two packages, 
demands more complex treatment. 
To put across the idea of a double 
value and invite more impulse sales 
the two packages (at regular price 
plus 1c) should be presented as one 
compact unit. The type of product 
will influence the designer’s selec- 
tion of a “coupling” or “pairing” 
device. If the product is packaged in 
boxboard cartons he may develop a 
special sleeve or band with which to 
bind the two separate packages to- 
gether. He may even suggest that 
two packages be joined at side 
panels by an adhesive and then 
banded or “sleeved.” And for some 
products he may advocate a special 
“boot” into which two cartons may 
be nested. 

If the product has a glass jar or a 
tin container the weight of the in- 
dividual items will likely dictate the 
use of the boot device. For tall 
bottles which must be “paired” in 


a two-in-one special offer package 
this designer finds a carry-home 
type of carton highly practical. 


’ Successful incorporation of a 
premium deal in package design re- 
quires more designing ingenuity. 
These are the popular types of 
premium deals that rely on the 
package for point-of-sale promo- 
tion: 


© The actual inclusion of a free gift 
in the package. Examples: Free 
wash cloth with soap product; 
dust cloth with furniture polish; 
plastic or metal toy for a child. 


Offer of an item at a bargain 
price for return of a coupon (or 
coupons), box top or label. The 
item involved may or may not be 
a related item. In some instances, 
the item offered represents a joint 
marketing strategy on the part of 
two manufacturers producing two 
totally unrelated products. 


Incorporation of a child’s toy (cut 
-out or color fill-in type) in the 
package’s surface design. 


> If the premium is to perform its 
function as an added incentive to 
buy the product, it must be ac- 
corded prominence — presented 
strikingly either in the actual pack- 
age design or by a device that will 
attract shopper interest. 

Some announcement of the pre- 
mium should appear, whenever pos- 
sible, on the face of the package; 
details of the premium offer may 
be carried over and presented in 
concise fashion on a portion of the 
back panel or a side panel. If this is 
not possible a boot or transparent 
overwrap may prove the ideal ve- 
hicle for featuring the premium 
story. 


First Aid in Tubes . . . Johnson & John- 
son uses Bracon squeeze tubes to pack- 
age its new cream antiseptic. Bradley 
Container Corp., Maynard, Mass., is the 
maker of these polyethylene dispensers. 





The main objective is to make the 
premium offering inviting and pro- 
vocative. The degree to which this is 
achieved can only be determined by 
the designer’s know-how and show- 
manship. 


> The three most common errors 
committed in the package-promo- 
tion of special and premium deals 
are: 


1. Overstressing the special or 
premium deal at the expense of 


strong product and brand iden- 
tity. 


2. Underplaying the deal or pre- 
mium angle in the package pres- 
entation to the extent of weak- 
ening its function as an incentive 
to purchase. 


3. Failing to consider the time 
length of the special or premium 
offer. 


This third error can prove un- 
necessarily expensive. If the special 
deal or premium offer holds for a 
limited time only it would be best 
not to feature or incorporate it in 
the surface design of the product’s 
standard package. Here’s where the 
sleeve, boot or overwrap have de- 
cided advantages. Any one of these 
devices may be added to the stand- 
ard package for the purpose of fea- 
turing the bonus or premium offer. 
They also allow for considerable 
flexibility — as when a change in 
premium offer is desired or ne- 
cessitated. 


>» Actually, because of the increas- 
ing competition, the package-pro- 
motion of bonus and premium deals 
is developing into a science — a sci- 
ence which requires not only spe- 
cialization in package merchandis- 
ing but keen observation of shop- 
ping habits and trends. 

And new techniques are evolving 
packaging that is equal to the in- 
creased selling load. The package is 
rapidly becoming a more versatile 
and useful promotional tool. As an 
example, one package we recently 
completed for a dog food includes 
in its surface design a free gift 
offer and a coupon premium deal — 
and with no sacrifice of brand 
identity. In fact, each additional 
“bonus” feature has been so in- 
corporated as to double the impact 
of the brand name. 


>In contemplating any premium 
operation the manufacturer should 
guard against going overboard. His 
package must first identify and pro- 
mote his brand at the point-of-sale. 
Package-wise the promotion of a 
special deal or premium offer needs 
always to be secondary. 44 


Neutracel: the newest reason why Hammermill Bond 
prints better, types better, looks better 


fo 


For the sweetest letters you ever signed, 
use Hammermill Bond—now with 


hardwood’s 


HETHER your next letter is a warm 
W word of thanks for a hurried de- 
livery, or a sales letter to promote a new 
item, if it’s on new Hammermill Bond 
we think you'll agree it’s the sweetest 
business message you ever signed. 

Now—with a new and exclusive proc- 
ess called ‘‘Neutracel’— Hammermill 
has unlocked the superior papermaking 
properties nature grows in northern hard- 
woods to bring you fine papers with a 
smoother, more velvety printing, typing 
and writing surface. 

Neutracel’s hardwood fibers blend with 
other quality pulps to give Hammermill 
Bond a clearer, more attractive formation. 
You can see the difference in the photo 
at right. And, Neutracel® lends increased 
opacity and bulk to new Hammermill 
Bond. Your letters not only have a more 
important look, they also gain an extra, 
‘heavy feel” that says quality paper. 

Neutracel represents a $6,000,000 step 
forward in bringing you Hammermill 
papers that 1) print better —ask your 


finer fibers 


printer; 2) type better — ask your secre- 
tary; 3) look better — see for yourself! 
Ask your printer to show you samples 
of the improved Hammermill Bond. 
Hammermill Paper Company, Erie, Pa. 


Printers everywhere use Hammermill &ox»* 
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papers. Many display this shield. ey 
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with Neutracel’s finer fibers, costs nomore! 
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How Redesign Builds Volume 


A simple package redesign met the requirements of this Los Angeles 


laundry for a greater variety of work and increased volume as well. 


Given a specific objective, a pack- 
age can do a successful sales job by 
itself. 

A case in point is the redesign of 
the package of Globe Laundry, Los 
Angeles, used for returning laun- 
dered and ironed shirts. The laundry 
serves more than 25,000 customers 
a week, and washes an average of 
70,000 shirts each week. 


>» As is true in most laundries, most 
of Globe’s business has been in the 
washing and ironing of shirts. For 
the most part, even regular custom- 
ers seem to be unaware that Globe 
—and other laundries—does items 
such as sheets and pillow slips, nap- 
kins, pads, table cloths, bath mats, 
wash cloths and towels. 

Seeking an effective, practical 
means of diversifying the type of 
laundering done, Andrew L. Fog- 
lino, president of Home Service 
Corp., parent company of Globe, 
discussed the problem with his 
agency, Hixson & Jorgensen. From 
this came the decision to redesign 
the package to encourage greater 
use of other than shirt laundering 
services. 


>» The package construction was not 
changed by Hixson & Jorgensen art 
director, Locke Miller, who did the 
redesign. It is still a two-piece 
Beers automatic style laundry box, 
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printed in one color, blue, by letter- 
press on plain chip stock. 

The old package carried very 
little copy: “Globe Laundry,” in re- 
verse lettering in a block; the 
phrase, “There’s a world of differ- 
ence” and a solid color circle en- 
closing reverse lettered copy, “We 
serve the best dry cleaners and 
laundromats.” Other elements were 
the Globe symbol, and alternating 
bands of closely printed lines run- 


ning diagonally across the top of the 
box. 


>» The new package is distinctly dif- 
ferent. The Globe symbol is much 
larger, the Globe name shows in 
solid bold letters; the main sales 
theme, “have you tried our other 
services,’ is prominent, and block 
outline letters cover the top and 
sides of the box to list all Globe 
services. 

Services listed on the top are: 
towels, sheets and pillow slips, pads, 
napkins, bath mats, table cloths, 
wash cloths. Box cover ends and 
sides read: “Sheets ’n Shirts by 
Globe — a Complete Laundry Serv- 
ice,” and “Globe Sheets Shirts Flat- 
work or What Have You — a Com- 
plete Laundry Service.” 


> The thinking behind the new de- 
sign is explained in this manner by 
Mr. Miller: “Since the box contains 
clean laundered shirts, it is impor- 


tant that the box convey a ‘clean’ 
impression. This desired effect is 
obtained by using a pale blue color, 
and clean open lettering. 

“Also sought was the unusual that 
would cause the package and 
Globe’s services to be remembered. 
By using an over-all design, the de- 
sired message is visible whether the 
box is stacked behind the counter in 
a laundry retail outlet, or carried on 
the street by a customer.” 

Mr. Foglino says the objective — 
reaching customers with the mes- 
sage that Globe has many other 
services besides laundering of shirts 
—was achieved almost immediately. 

“It produced many comments and 
new business. In the first three 
months, Globe realized a 10% in- 
crease in sales volume that is di- 
rectly due to increased volume in 
other than shirt business.” 

The package recently won a 1957 
design award from the American 
Institute of Graphic Arts in the field 
of retail boxes. 


Old Package . . . Of same construction 


as new, older package was institutional 
only in its message. 
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... and Doubly Effective when Printed 


on QUALITY CARE’? BIQTTINGS! 


There is a Quality 
SORG BLOTTING 
for every Price 
and Purpose 
Sorg's Kromekote Blotting 
Sorg’s Enameled Blotting 
Sorg's Bluebird Blotting 


¢ Sorg's Embossed Blottings 
(Mosaicand Basketweave) 


¢ Sorg’s Utility Halftone 
Blotting 


e Sorg's Porcelain Blotting 
¢ Sorg's Record Blotting 


2) THE SORG PA 


There’s no more e {fective or more economical way to get 
a sales message on a prospect’s desk—and keep it the re—than with a 
12-month series of calendar blotters. 


Simply take the tremendous retention value of a blotter, combine your 
sales message with the added utility of a calendar, and apply the finishing 
touch by printing the job on one of Sorg’s quality blottings—the finest 
blotting paper any sales message can use. 


Ask your Sorg distributor for swatch books of the Sorg Blotting grades. 
From the magnific ent array of finishes, colors, sizes, and we ights, you are 
sure to find the right blotting in the right price range for your purpose. 


Contact your Sorg Blotting distributor today! 


e Manufacturers and Converters of Stock Line and Specialty Papers 
STOCK LINES 


_ WHITE SOREX e CREAM SOREX e LEATHER EMBOSSED COVER e PLATE FINISH e EQUATOR INDEX BRISTOL 
EQUATOR ANTIQUE e TENSALEX e MIDDLETOWN POST CARD e 410 TRANSLUCENT 


No. 1 JUTE DOCUMENT e GRANITEX e SORG'S BLOTTING 


Offices in: NEW YORK, PHILADELPHIA, CHICAGO, BOSTON, ST. LOUIS, LOS ANGELES 
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Which Way is More Inviting? 


LIMERICK Limerick 


—_ was an old party of There was an old party of Lyme 
_yme 


Whe mestied three wives at Who married three wives at one time. 


one time. a When asked: ‘Why the third?” 
When asked: “Why the third?’ 


: ied: ‘One’s absurd, 
He replied: ‘One’s absurd, He repl O Ao ; 
And bigamy, sir, is a crime.’ And bigamy, sir, is a crime. 


gt same limerick above, but one is set 
so-so, the other with more strength and imagination. 
The same principle can apply to your advertisements, 
booklets, mailing pieces—everything that carries your 
printed words. ATA Members are born and bred to put 
a little more, through better type-setting, to words. This 
extra advantage costs no more. Send a job to your 


nearest ATA service. You’ll see! 


It Pays to Set Type Right 


Advertising Typographers Association 
of America, Inc. 


Executive Office: 461 Eighth Avenue, New York City 1. Glenn C. Compton, Executive Secretary 
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Advertising Typographers 
Association 
of America, Inc. 


AKRON, O. 
The Akron Typesetting Co. 


ATLANTA, GA. 
Higgins-McArthur Company 
BALTIMORE, MD. 

The Maran Printing Co. 


BOSTON, MASS. 

The Berkeley Press 
Machine Composition Co. 
H. G. McMennamin 


BUFFALO, N. Y. 
Axel Edw. Sahlin Typographic Service 


CHICAGO, ILL. 

J. M. Bundscho, Inc. 

The Faithorn Corp. 
Hayes-Lochner, Inc. 
Runkle-Thomps6n-Kovats, Inc. 
Frederic Ryder Company 


CINCINNATI, O. 
The J. W. Ford Company 


CLEVELAND, O. 

Bohme & Blinkmann, Inc. 
Schlick-Barner-Hayden, Inc. 
Skelly Typesetting Co., Inc. 
COLUMBUS, O. 

Yaeger Typesetting Co., Inc. 


DALLAS, TEX. 
Jaggars-Chiles-Stovall, Inc. 


DAYTON, O. 
Dayton Typographic Service 


DENVER, COLO. 
The A. B. Hirschfeld Press 


DETROIT, MICH. 
Arnold-Powers, Inc. 

The Thomas P. Henry Co. 
Fred C. Morneau Co. 
George Willens & Co. 


INDIANAPOUS, IND. 
The Typographic Service Co., Inc. 


KALAMAZOO, MICH. 
Claire J. Mahoney 


LOS ANGELES, CAL. 
Adtype Service Company 


MILWAUKEE, WIS. 
Arrow Press 


MINNEAPOLIS, MINN, 
Duragraph, Inc. 


NEW YORK, N. Y. 

Ad Service Company 

Advertising Agencies’ Service Co., Inc. 
Advertising Composition, Inc. 
Artintype, Inc. 

Associated Typographers, Inc. 
Atlas Typographic Service, Inc. 
Central Zone Press, Inc. 

The Composing Room, Inc. 
Composition Service, Inc. 
Diamant Typographic Service, Inc. 
A. T. Edwards Typography, Inc. 
Graphic Arts Typographers, Inc. 
Huxley House 

Imperial Ad Service 

King Typographic Service Corp. 
Linocraft Typographers, Inc. 
Master Typo Company 

Chris. F. Olsen 

Frederic Nelson Phillips, Inc. 
Philmac Typographers, Inc. 

Royal Typographers, Inc. 
Frederick W. Schmidt, Inc. 

Harry Silverstein, Inc. 

Supreme Ad Service, Inc. 

Tri-Arts Press, Inc. 

Typographic Craftsmen, Inc. 

The Typographic Service Co. 
Vanderbilt-Jackson Typography, Inc. 
Kurt H. Volk, Inc. 


NEWARK, WN. J. 

Barton Press 

William Patrick Co., Inc. 
PHILADELPHIA, PA. 

Walter T. Armstrong, Inc. 
Alfred J. Jordan, Inc. 
Progressive Composition Co, 
Typographic Service, Inc. 
PORTLAND, ORE. 

Paul O. Giesey Typographer 
ST. LOUIS, MO. 

Warwick Typographers, Inc. 
SEATTLE, WASH. 

Frank McCaffrey’s 


TORONTO, CANADA 
Cooper & Beatty Limited 





Needed: new 


typography for new technology 


It’s about time, says this expert, that we take a good 


By Frank De Witt 
Rochester Institute of Technology 
Rochester, N. Y. 


Printing is different? It is differ- 
ent from other industries but not 
much different from what it was 
20 years ago—and in some ways no 
different from what it was 200 years 
ago. 

For an industry that is engaged 
in mass_ production—millions of 
identical items, hundreds of millions 
of similar items—the equipment 
available is peculiarly inadequate. 
Instead of machines designed to 
produce great quantities of the 
same item, we have machines that 
are tremendously adaptable, ad- 
justable, flexible and_ versatile. 
Present day printing machinery is 
more convenient to work with, some 
of it even has a modern look, but 
it does not do a much better job 
and the increase in the speed has 
nowhere near kept up with the in- 


look at what we really need in the printing arts. 


crease in the demand for printing. 

Improvements and changes have 
been geared to the thinking of craft 
workers, not production engineers. 
This is to be expected in view of 
the history of printing. In the very 
old days, printing was merely a tool 
of the author-publisher. When man 
first started to write he felt free to 
let his writing be the natural prod- 
uct of his writing instrument. With 
a stylus pressed into wax he 
achieved one kind of letter; with 
a brush on papyrus he obtained a 
different effect; with a chisel in 
stone a still different but neverthe- 
less appropriate and natural letter 
was produced. 


> The craft approach was ideal for 
early printers. They considered the 
whole problem. In the “old days” 
the printer planned a little farther 
ahead. He had a book to print. He 
wanted something useful and some- 
thing beautiful. In order to combine 


form and function he suited his 
paper, ink, type, press, composi- 
tion, and sometimes even the writ- 
ing to each other. 

Type was designed to print by a 
certain process on a certain kind 
of paper using a certain kind of 
ink. The design of the type was 
affected somewhat by the tools used 
to cut the die and by the fact that 
lead was the intermediate step be- 
tween die and paper. 

But generally speaking, the print- 
er had all the factors under his per- 
sonal control. This situation has 
not existed generally since the days 
of hand composition. 

There is considerable truth in the 
statement that printing was an art 
which was born perfect and has 
been deteriorating ever since. 


> Practically all the typefaces in 
use now go back to designs which 
were natural results of a hand 
chiseled die from which a matrix 
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the TYPE SHOP door 
THAT’S OPEN 
24 HOURS A DAY 


for overnight service 
throughout the East Coast 


Yes, within 24 hours after your layout and 
copy arrive at Progressive’s Detail Desk, 
you can be looking at proofs — or negative 
or positive prints — delivered by mail or 
messenger. 

In addition to this fast, round-the-clock 
service, Progressive provides all forms of 
composition — Hand, Monotype, Linotype, 
Ludlow and Fotosetter — and one of the 
largest selections of type faces available 
anywhere. 

Need a hard-to-find face . . . need it in 
a hurry . . . need it set with skill and 
attention to detail . . . need it in more 
than one place at once? 

lf you need any or all of these, you 
need Progressive! 

Booklet AR-10 describes all the facili- 
ties of the Progress-Hanson-Progressive 
Group. Write for it now. 


PROGRESSIVE 


COMPOSITION COMPANY 
Sth & Sansom Sts. Phila. 7, Pa. 
Its, 
roa a 
ww - 
(e: 
PHILADELPHIA 
NEW YORK 
WILMINGTON 


BALTIMORE 
WASHINGTON 


WAInut 2-2711 
Murray Hill 2-1723 
OLympia 5-6047 
SAratoga 7-5302 
EXecutive 3-7444 
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was punched from which type was 
cast with which paper was printed 
by pressure. 

Very few faces have been de- 
signed within the last 20 years 
specifically to suit a particular 
method of composition and printing. 
Possible exceptions are the news 
faces emphasizing legibility when 
used on news stock. 

Seldom have we taken the time 
to stop imitating and look at the 
whole problem as Baskerville did 
when he applied some of the skill 
of the metal worker to the art of 
printing and produced a _ typeface 
and paper surface designed for each 
other and with a definite desired 
effect in mind. 


> More often we have followed the 
example of the type founder who 
took a beautiful script from the 
copperplate engraver, or from the 
lithographer, and cast it in metal. 
Every letter joined the ones next to 
it at the same height and after one 
handling the types became battered 
at the connections. Single types 
have many advantages but imitat- 
ing script is not one of them. 

Seldom have we shucked off the 
restrictions and natural peculiari- 
ties of the older system in the adop- 
tion of a new and improved sys- 
tem of typesetting. Ligatures were 
originally cast by the typefounder 
for hand composition because cer- 
tain kerned letters would not fit 
tightly against certain other letters. 
Mats for slug casting machines had 
no kerns so any letter would fit 
tightly to any other letter. But the 
ligatures were retained. 

Letters to the editor of the Inland 
Printer fifty years ago were asking 
why type founders still furnished 
the AE and OE logotype when they 
were no longer needed. These are 
still shown in specimens of modern 
newspaper faces. At least one 
phototypesetting machine also in- 


cludes these in a standard font but 
specimens from another filmsetting 
machine has omitted them—so prog- 
ress is being made. 


> The craft approach works well 
when it considers the whole 
process. What we are doing in the 
printing industry today is applying 
the craft approach to the details 
but ignoring the whole chain of 
operations from copy to finished 
job. 

We retain obsolete peculiarities 
in the masters for photographic 
composition and emphasize the fi- 
delity with which we reproduce the 
designs of the old craftsmen. 

But none of the great type de- 
signers and printers—Caslon, Gara- 
mond, Baskerville, Bodoni—de- 
signed their types for photo-type- 
setting. They were thinking of how 
the lead type would press into a 
certain kind of paper; of the ma- 
trix which would cast the type; of 
the punch which would produce the 
matrix. Every blow of the chisel 
and every stroke of the file on the 
punch was made with the ultimate 
printed effect in mind. 


> If a difference in the surface of 
the paper to be used demanded 
typefaces as different as Caslon 
and Bodoni, surely the difference 
between the photocomposition-off- 
set-printing operation and_ the 
punch-matrix-type-paper printing 
method merits something more 
than a meticulous reproduction of 
a type design which achieves its 
final intended effect only when 
pressed into a certain kind of paper. 


> One of the best type faces (Justo- 
writer Galvin) to appear in the 
typewriter composition field was de- 
signed, not by photomechanical 
copying, but by a designer who 
took the trouble to consider the 
process—metal master striking with 


From the start I felt that no attempt should be made to imitate an exist- 
ing style because of the difficulty of fitting. The very fact that the letters 
had to be limited to only four widths indicated to me that any particular 
face from a traditional type family would have to be distorted out of all 
proportion and structural changes made to achieve proper fitting. 


Since it is obvious that there can be no completely original type face 
without abandoning present day standards and use, I believed that if I chose 
from classic type faces in use today some of the better characteristics that 
make for legibility and used them within the limits of my medium I might 
arrive at an acceptable type face of my own—especially if I utilized every 
opportunity to keep the design open, simple, direct and as well-propor- 
tioned as possible. Above all, the letters should be legible and look well 


in combination. 
Galvin Justowriter Type . 


. . This typeface, designed by Robert Galvin for the Justo- 


writer, which prints through a carbon ribbon, has taken into account the special re- 
quirements of the medium, as few other modern types ever have. 





MODERN LETTERPRESS 


HAS NEW 
ADVANTAGES 


Competitive research has created 
a modern letterpress founded on 
new concepts and supported by 
equipment and materials that 
prove them on paper—new ad- 
vantages that give you, the print- 
ing buyer, even higher fidelity— 
more flexibility and greater dollar 
value. If you demand crisp black 
and white reproductions and 
illustrations alive with color that 
are cleaner, truer, and sharp, call 
in your photoengraver and letter- 
press printer and check the NEW 


advantages of modern letterpress. 


For your free copy of "The 
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Advantages of Modern Letter- 
press” write to Rolled Plate Metal 
Company, 196 Van Brunt Street, 
Brooklyn 31, New York. 
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FOR GREATER AUDIENCE ACCEPTANCE, PRINT IT LETTERPRESS 





a hard blow against carbon paper, 
thus transferring an image to spe- 
cial proof paper, which image was 
to be photographed and then trans- 
ferred again to an offset plate from 
which the image would be offset 
onto paper. The face bears no re- 
semblance to any particular older 
typeface but it is an extremely at- 
tractive and easy to read typeface. 
If better printing is possible by 
this approach in a medium with as 
many limitations as typewriter com- 
position, surely it is worth consider- 
ation by the manufacturers of all 
kinds of composing machines. 


> But it should not be confined to 
type designing or even to composi- 
tion. The whole realm of printing 
should be studied. We should ig- 
nore present equipment with its 
built-in and historical limitations. 
Like Baskerville and Gutenberg, 
we should consider the problem and 
then write specifications for what 
we want to do. Knowing what we 
want to do, maybe we can start 
on how to do it. But let’s give the 
engineers a word picture of what 
we want done rather than the blue- 
print of an old way which we want 
to modernize . . . but only slightly. 

44 


intertype Releases 
New Garamond Review 


The complete family of Garamond 
typefaces as cut by Intertype Corp., 
Brooklyn, N.Y., is shown in a new 
28-page booklet. This includes italic, 
bold and bold italic along with the 
standard roman, in text and display 
sizes. Specimen settings and special 
figures are also featured. 

Intertype Garamond, modeled on 
the sixteenth-century punch-cut 
original, has been modified for line- 
casting machines. Its long-standing 
popularity, the booklet maintains, is 
due to its “subtle balance of straight 
and curved lines” and its “comfort- 
able” appearance. 

Sizes range from 6 through 48 pt. 

. for more details circle 504, page 113 


Booklet Design 
Has Triple Value 


When a Los Angeles insulation 
company turned to designer Hy 
Farber for a new brochure, it 
dropped three problems in his lap. 
The booklet would have to: 


@ Introduce a new logotype. The 
company had recently changed its 
name from Plant Insulation Co. to 
Thorpe Insulation Co. 


e Announce that the company had 
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Three-Way Brochure. . . Thorpe Insula- 
tion Co., Los Angeles, used die-cuts 
and fold-cuts in new brochure to intro- 
duce the company’s name change, an- 
nounce its distributorship for Johns- 
Manville and provide salesmen with a 
presentation folder. 


just been named contract unit and 
distributor for Johns-Manville. 


@ Serve a promotional use as well. 


Designer Farber created the idea 
of a brochure that told the com- 
pany’s story and the work it does 
as well as making it a practical 
piece with which salesmen could 
make bid presentations. 


> These goals were accomplished by 
a double fold-out, with two sections 
that lift away from page three of 
the brochure. These consist of a 
split page that opens up and down 
and a single page that opens to the 
right, providing a fourth message 
page and a “pocket” for holding 
bids or other material. 

To emphasize the company name 
change, Mr. Farber created a new, 
two-color trademark with the ini- 
tials “T I” on the front and back 
cover of the brochure. 

The company will distribute the 
brochure to its complete customer 
list and will instruct its salesmen 
to use it when presenting bids. 44 


Potpourri... 


New Type Showings 
Meet Varied Needs 


Though new text faces emerge 
slowly on the American scene, dis- 
play faces, probably because of ad- 
vertising needs, appear and re-ap- 
pear with great frequency. Prog- 
ress continues apace on the “cold 


type” front. Here are some recent 
brochure offerings from AR files. 


Justowriter 


For composition on 
Varies Faces 


Justowriter office 
machines, Friden 
Calculating Co., Rochester, N. Y., 
recently announced its 14th type- 
face—Mid-Century. This is a thin 
sans serif, particularly adaptable 
to manuals, catalogs and listings. 
Specimen copy blocks and alpha- 
bets are illustrated same size and 
in various reductions in a _ recent 
fact sheet. 

The Justowriter is an automatic 
tape-operated composing unit con- 
sisting of a Recorder and a Re- 
producer. Each has an electrically 
powered typewriter keyboard. The 
Recorder uses a punching mech- 
anism which records in narrow pa- 
per tape the code for each character 
and function, indicating the exact 
spacing needed to justify the line. 

The Reproducer is provided with 
a reader mechanism which inter- 
prets these codes and automatically 
expands or contracts the spaces be- 
tween words to produce justified 
lines at the rate of 100 words a 
minute, according to the manufac- 
turer. 


+ + + for more details circle 505, page 113 


Ludlow Displays 


Admiral Script, a 
Admiral Script 


free-flowing, in- 
formal script, is il- 
lustrated in a variety of uses in a 
new four-page brochure from Lud- 
low Typograph Co., Chicago. The 
typeface comes in a range of sizes 
from 14 to 48 pt. 

Designed for use with Ludlow 


Shops Gnstalling 54 


this system for onoelient 


machines, the face lends itself to 
advertising and editorial display 
with varied body types. Both upper 
and lower case alphabets are shown. 

+ +» + for more details circle 506, page 113 


Guide to 


A valuable supple- 
Type Ornaments 


ment to any type 
catalog is Ameri- 
can Type Founder’s 1957 edition of 
its “Typographic Accessories,” or- 
naments and symbols that fre- 
quently can substitute for artwork 
or electros. All are made of pre- 
cision-cast foundry metal, with the 
printing and wearing qualities of 
types. They come in convenient 
sized fonts or in Handypack assort- 
ments. 

Shown in the 24-page catalog are 
the zodiac signs—called “zodions” 


- continued on page 107 





Eldorado 


Compactly legible, for economy . . . yet 
offering wonderful decorative relief from 
austere “workhorse” faces—that’s Eldorado. 
Dwiggins-designed, of course. You can tell 
by its sturdy grace and originality. If you 
like variety, youre probably using it al- 
ready. For a specimen showing all sizes, 
write Mergenthaler Linotype Company, 
29 Ryerson Street, Brooklyn 5, N.Y. 


* LINOTYPE - 
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mUcue a ere Bala 


It’s here, by popular demand! Now, with two weights, you can add the feeling of casual, 
yet imaginative handwriting to any printed page. The Murray Hills are practical, too: 
all sizes from 14 point to 72 point are cast on a square body, with no fragile kerns. 
Your ATF Type Dealer offers prompt delivery from stock. Ask for 

specimen brochures, or write direct to the Type Division, American 

Type Founders, 200 Elmora Avenue, Elizabeth, New Jersey. A if . 


ATF TYPE NEWS IS GOOD NEWS FOR EVERYBODY 


Two weights are now available 
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—of designer Lucien Troyer, along 
with his well-known assortment of 
ornaments. Cloister and Dutch in- 
itials, Cameo typecuts, monograms, 
and special emblems are also fully 
illustrated. Sizes range from 6 pt to 
72 pt. Prices and distribution of 
characters in a font are provided. 

+ + « for more details circle 507, page 113 


Antique Art Livens 
Record Newsletter 


A fresh departure in newsletters 
is evident in the Concert Hall Soci- 
ety’s monthly organ for distributors 
and dealers, Divertimento. Much of 
the four-page bulletin’s appeal de- 
rives from its liberal use of antique 
art, typefaces, decorative borders 
and old woodcuts—like the copy, 
presented in a light, self-spoofing 
style. 

Printed on pale yellow laid paper 
(to enhance the vintage look), 
Divertimento has a_ three-column 
format on an 8%x11l” page. The 
bulletin is printed by offset, with 
extensive use made of halftone il- 
lustrations of performing artists 
and album covers. 

Treatment of news and feature 
material is bright and amusing. In 
addition to announcing new releases 
and sales policy, the bulletin will 
try to build dealer interest by such 
regular features as “dealer of the 
month,” dealer humor and product 
illustrations. Credit for the editing 
goes to “T. Fletcher Cleff,” of Con- 
cert Hall’s New York office. 


Clear Plastic Gage 
Measures Typed Copy 


A small transparent plastic gage, 
the Character Counter, measures 
both elite and pica typewritten copy 
quickly and accurately, according 
to an announcement from Taylor 

























Well, well—tI take it Al wasn't too 
happy about doing that one over... 









Publishing Co., 


Dayton, O. The | 
915x4” gauge, made of rigid | 
vinylite, has a transparent center. 
Vertical rules divide this center in- | 
to half-inch columns, which show | 
six characters in each for elite copy. | 
When the gage is turned upside | 
down, it becomes a measure for 
pica copy—five characters to the | 
column. 

Placed over typewritten copy, it | 
shows the actual number of char- | 
acters in each line at a glance. To- 
taling the number of characters in | 
each line gives the sum of char- 
acters in the copy. 

The Character Counter can be 
used with uneven lines, single lines, | 
small groups and full pages, and | 
measures full 8%” lines. Outer 
margins of the guide provide these 
measuring units: agate line, 4, 5, 
6, 8, 10 and 12 pt. gages. 


It is priced at $1 postpaid, may | 


be secured from Taylor Publishing 
Co., 


2043 Wesleyan Rd., Dayton | 
6, O. 4) 





Fototype Displays 
New Cold Typefaces 


“Set-it-yourself’ cold type is 
cataloged in a 64-page booklet from 
Fototype Inc., Chicago, makers of 
transparent and opaque alphabets. 
Recent additions to the studio’s col- 
lection of letter forms include fac- 
similes of Wide Latin, Clarendon, 
Century 
flowing scripts. Most standard body 
and display type in use today are 
also available in Fototype fonts. 


Italic and several free- | 





Fonts come in perforated pads, 
from which the user tears and as- 
sembles individual letters. These are 
then slipped into an _ adjustable, 
self-aligning composing stick. The 
complete line is pressed with Scotch 
tape, then lifted out and transferred 
to the layout as desired. 

Further instructions on use and 
instructions for ordering are con- 
tained in the catalog. 


Baver Enlarges 
Fortune Series 


One of the most popular versions 
of the mid-Nineteenth century slab 
serif Clarendon series—Bauer Al- 
phabets’ Fortune—has been en- 
larged to include 10 and 12 pt. Ex- 
trabold cuttings. This completes the 
foundry’s Fortune - series. 


the widely used group of extended 
typefaces, characteristically 
ful and even in color. 

The entire line, designed by the 


force- 
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Both | 
light and bold face fonts belong to | 
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Color negatives— 


money in the bank 

NEGATIVES made with Kodak Ektacolor and 
Kodacolor films can lead to color transparencies 
of any size, black-and-white prints of ex- 
ceptional quality, Dye Transfer prints, and the 
dazzling, most modern print—Type C. For proof 
of reproduction qualities of the latter, see insert 
elsewhere in this book. 


A color negative in the file 
is money in the bank. 


EASTMAN KODAK COMPANY 
343 State Street, Rochester 4, N. Y. 


Time too short... 
lettering job too long... 


professional 
lettering 





technique Write for 
literature and samples 


Pe 
[ye Stik-a-letter Co. 
RT. 2 - BOX 286, ESCONDIDO, CALIF. 











25 YEAR WORKCALENDAR 


for PLANNING AND SCHEDULING 















“Sked-U-Cal” ® 
L. D. BLEHART CO., 10A FISKE PL., MT. VERNON, N. Y. 





CAMERAS — ART AIDS $485 & UP 
PRINTING 


$ SAVERS 


SILK SCREEN 

wee ere ere 
LACEY-LUCI PRODUCTS CO 

31 Central Avenue 

Newark 2, N. J. 


WRITE FOR CATALOG AR 
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get your message across 
sharply when set in 


Warwick Phototype 


44 just a note to /et you know that the copy you set for us in 
Phototype was excellent in quality and simple to work with. 
No more typesetting and ‘‘blowups” for headline type after 
working with the crisp sharpness of type set photographically. a7 


—WISCONSIN AGENCY 


Make your sales point sharper next time. Get more 
action from every word of copy. Warwick 
Phototype is your guarantee of hairline sharpness, 
cleanest impression possible and spacing that 
eliminates ‘‘eye bounce’’—and lost readers. Save 


production time (and money) too! 


Get ‘‘set’’ for sharper selling typography. 
Switch to Warwick Phototype on your next job. 


Call, wire or write for samples. 


wrwick 


TYPOGRAPHERS- INC. 
920 WASHINGTON AVE., ST. LOUIS 1, MO. 


FAST OVERNIGHT AIR SERVICE TO ALL PARTS OF THE COUNTRY 


TYPOGRAPHERS 


TO THE 


SOUTHWEST 


astest 


COPY-FITTER EVER! 


| 
| 
| 
| 
| That’s what thousands sa 
Skilled composition t ; about the ices 
Prompt out-of-town delivery | Haberule Visual Copy-Caster! 
| Artists, ad men, printers, editors, 
| students swear by it. Never 
| obsolete. Money back guarantee. 
| At art supply stores or direct. 
Haberule Visual Copy-Caster 
with plastic type gauge, $7.50 
| 


HABERULE 


BOX AR-245 » WILTON « CONN. 


MATS © STEREOTYPES + PLASTIC PLATES 
FILMOTYPE * CAMERA MODIFICATION 
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West German Bauer typefoundry, 
is intended for hand-setting. Speci- 


men sheets of the line are available. 
+ « « for more details circle 509, page 113 


Smaller Size Better... 


Business Magazine 
Shifts To Standard 
Format 


What size is best for a publica- 
tion? There is no simple answer 
to such a question, as The Journal 
of Plumbing, Heating & Air Con- 
ditioning found out. 

In September, 1954, the Journal 
shifted to the large (11%x11%”’) 
format which had been adopted by 
a number of business publications, 
though by none in the Journal’s 
field. There are two arguments in 
favor of such a size: 


1. The advertiser is automatically 
assured of a position next to edi- 
torial matter, something generally 
considered advantageous. This is 


true even for the normal full-page 
ad. 


2. The large page permits a gen- 
erally more attractive editorial lay- 
out, with larger cuts, headings, etc. 


> While advertising, in the new 
size, held up and continued to in- 
crease, reader research began to 
uncover dissatisfaction with it. In- 
terviews in depth, conducted by the 
Eastman Research Organization, 
pointed out that there were more 
critical comments cropping up than 
favorable ones, and what was more 
important, the critical comments 
were vehement, the favorable bare- 
ly more than indifferent. 

A mail survey of the subscrip- 
tion list, conducted by outside ac- 
countants, found an overwhelming 
preference for the standard size 
(842x11%”’). Two-thirds of the re- 
spondents voted for this magazine 
size, and this dominant preference 
existed in all categories of readers. 


> As a result, the Journal admitted 
its error in judgment, and after 2% 
years in a king-size format, shifted 
back to the standard size. 

To explain its decision, it issued 
a 12-page folder, giving frank an- 
swers to the questions that adver- 
tisers and agencies might raise. The 
first of these seven questions — 
Why are you returning to standard 
size? — is answered very briefly 
with the two words: Reader Pref- 
erence. 

A number of other business pub- 
lications, including Management 
Methods and Dun’s Review, have 
also shifted within recent months 
to the smaller format. 44 





Annual Report Insert: 
33 1/3 Paper Record 


A recent trend in annual reports 
has been to humanize them. State 
Mutual Life Assurance Co., Worces- 
ter, Mass., thought this could be 
done effectively for its annual re- 
port through an actual talk to pol- 
icyholders. So, the company used 
25,000 paper records as an insert in 
the report. 


According to Arthur F. Sisson, 
publicity director of State Mutual, 
the idea began last September while 
reading an article in AR, Printing 
That Talks. 


> The idea was presented to H. Ladd 
Plumley, State Mutual president, 
who endorsed it, and later recorded 
his message in the studio of Bing 
Crosby Phonocards, New York. 
Phonocards was chosen after a 
State Mutual audition of two paper 
record suppliers. 

A pocket was made inside the 
front cover of the annual report 
into which the recording was in- 
serted. It commanded the attention 
of the policyholder when he opened 
the report to read it. 

State Mutual chose a 331/3 rpm 
speed because it permitted the 
number of words the company 
wanted while keeping the size of the 
record within the physical limits of 
the printed report which was to 
house it. 


> The president’s message on the 
paper record mentions no statistics 
or comparisons. Instead it stresses 
company progress, field representa- 
tives and vocational opportunities 
to be found in the life insurance 
business. It winds up inviting pol- 
icyholders to write in if they have 
any questions about the company or 
employe life insurance coverage. 

What was the reaction to the 
record idea? 

The publicity director said the re- 
port was distributed on the day of 
the annual meeting to directors, 
officers, employes and policyhold- 


ers. At the main exit at closing 
time, he noted, 7 of 10 employes 
were taking the report home. The 
record probably accounted for the 
take-home interest, he felt. 

“And field representatives sensed 


its value as a selling tool,’ he 
added. 44 


Handwriting Group 
Describes ‘Numbers Game’ 


Despite digital computers, cal- 
culators and all the other mech- 
anized “numbers” devices, Amer- 
ican industry and government still 
suffer from illegible, hastily scrib- 
bled numbers used in thousands of 
transactions daily. The Handwriting 
Foundation, Washington, deter - 
mined to improve communications 
by starting with one of the basics— 
handwriting—has recently prepared 
an informative booklet on numerals, 
“Safety in Numbers.” 

By citing some “horrible ex- 
amples” of misinterpreted numbers 
at the very beginning of its 12-page 
pamphlet, the foundation gets 
across the importance of legibility 
in every business and social context. 
A brief but fascinating historical 
account of numbers follows, written 
in a vein to interest the most non- 
mathematical. Some steps taken by 
industry to improve number legibil- 
ity are then described. The booklet 
concludes with some simple advice: 


e All figures except 4 and 5 should 
be made with one stroke. 


@e Numbers 1, 4, 5, 7 and 9 have 
straight strokes which should be at 
the same slant as the straight 
strokes in your writing. 


@ Numbers should be the 
height as the letter t. 


same 


© Numbers 6, 8, 9 and 0 should al- 
ways be closed. 


Some interesting sidelights on 
number lore are also provided. 
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381 Chapters 


New Book by 


James D. Woolf 
A SELECTION OF 
THE BEST OF HIS 


‘‘SALESENSE’’ ARTICLES 


400 pages that deal 

principally with the creative 
aspects of advertising 
Advertising Age, The National 
Newspaper of Marketing, is 
not normally in the business of 
publishing books. But this book 
is a ‘‘demand performance.” 
Hundreds of our readers— 
both agencies and advertisers 
—have been besieging us with 
requests for Jim Woolf's ‘‘Sale- 
sense"’ articles in book form as 
a permanent reference work. 
Handsomely-printed and _ lav- 
ishly illustrated, this new vol- 
ume is an exceptional value at 
$5.95 including all postage 
and handling charges. QUAN- 
TITY DISCOUNTS: 5 to 10, the 
price is $5 each; 11 to 25, 
$4.50; over 25, $4 each. Mail 
coupon below. 


EXAMINE SALESENSE 
for 5 Days 
AT OUR RISK 


ADVERTISING AGE, Dept. 
200 E. Illinois St., Chicago 


I want____§§=_—s copies of SALESENSE IN 
ADVERTISING. If I am _ not completety 
satisfied with the book (or books) a a 
5 days’ examination, | can return the book(s) 
and my money will be refunded in full. 

My Name 

Firm 

Address 

ie i 

CL) I am enclosing my check for $ 


() Bill me later [) Bill my firm 
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Bieyed Guide ond 


Imadesxx of Adwertisers 


Art & Photography 


Arrow Photo Copy Co. 86 
Color Corp. of America 88 
Flexible Layouts 112 
Grubb, G. R., & Co. 88B 
Kens Klip Art . 75 
Mack, Douglas 112 
Major Photo Co. . 93 
NuZart Service 112 
Photo-Matic Co. 94 
Sander Wood Engraving Co. 
Inc. ‘ 75 
Stafford Engraving Co. 112 
Stivers Studio 41 
W altz 4l 
Watts, Bob, Illustrative Pho 
tography 112 
Zepp Photo Service 88 


Art Supplies 


Bienfang Paper Co. Inc. 112 
Brown, Arthur, & Bro. 92 
Chart-Pak Inc. . ae 
Chicago Cardboard Co. 83 
Craftint Mfg. Co. . 2 
Lewis Artist Supply Co. 
Natl. Card, Mat & Board 
Co. 93 
Balloons 


Pioneer Rubber Co. 


Binders, Catalog Covers 


Acco Products Inc. 

Beaverite Products Inc. 

Heinn Co. 

Sloves Mechanical Binding 
Co. Ine. 

Binding Equipment & 
Materials 


Acco Products Inc. 
Cummins-Chicago Corp. 


Books 


McGraw-Hill Book Co. 


Camera Lucida 

Engel, J. A., Inc. 86 

Lacey-Luci Products Co. 107 

Christmas Gifts — 

see Premiums and Specialties 

Clipping Services 

Burrelle’'s Press lipping 
Bureau 37 

Color Separations 


Color Corp. of America 88 
Grubb, G. R., & Co. 88B 
Yund Color Corp. 112 


Control, Planning Aids 


Blehart, L. D., Co. .... 107 
Graphic Systems .......... 48C 


Copyfitting Aids 
Haberule Co. ........ 108 


Decals 


Allied Decals Inc. ....... 112 
Meyercord Co. inntinen ae 
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Direct Advertising 


Brodie Advertising Service .. 66 
Carr Organization 64B 
Colourpicture Publishers Inc. 94 
Crocker, H. S., Co. Inc. .. 65, 72 
Curt Teich & Co. Inc. 66 
Letter Shop Inc. 64B 
Mailograph . 67 
Moss, M. E., & Co. . 67 
Natl. Creative Sales Inc. 57 
Volk, Harry Jr., Art Studio 88B 
Weck Process Co. 65 


Display Materials 
Electro-Motion Corp. 40 
Fasson Products 41 
Hollywood Banners 39 
Kleen-Stik Products Inc. 15 
Spanjer Brothers Inc. 36 
Display Motors 

Hansen Mfg. Co. Inc. 23 


Duplicating Products 

Dick, A. B., Co. 25 
Rex-O-Graph .... 14 
Easels, Lecterns 

Oravisual Co. Inc. 48A 


Envelope Stuffers 
Crocker, H. S., Co. Inc. 65, 72 


Envelopes 
Diplomat Envelope Corp. 65 
Du-Plex Onvelope Corp. 66 


Fluorescent Inks & 
Materials 


Craftint Mfg. Co. . 2 
Radiant Color Co. 88A 


Gravure Services 
Intl. Color Gravure Inc. 26 


Inks, Silk Screen Process 
Craftint Mfg. Co. 2 
Naz-Dar Co. . 8! 
Radiant Color Co. . BBA 
Invisible Ink Postcards 
Moss, M. E. & Co. 67 
Weck Process Co. 65 
Labels 


C & H Supply Co. 6 
Eureka Specialty Printing 
Co. 22 


Letter Shops 

Brodie Advertising Service .. 66 
Letter Shop Inc. ..... 64B 
Lettering Devices 

Varigraph Co. Inc. . . 75 


Motion Picture, Slide, TV 
Services 


Admaster Prints Inc. . 48C 
Regan Film Productions 47 


Offset Plates, Presensitized 
Remington Rand Div. a 


Packaging Materials 
Thilmany Pulp & Paper Co. .. 98 


Paper Chemicals 
American Cyanamid Co. ...... 19 


Papers, Printing 


American Writing Paper Co. 79 
Appleton Coated Paper 
Co. ached 80A 
Champion Paper & Fibre 
Co. . 1A 
Chemical Paper Mfg. Co. .... 72 
Cotton Fiber Paper Manu- 
facturers 87 
Crocker-McElwain Co. 10 
Fasson Products 41 
Fitchburg Paper Co. 8A 
Hammermill Paper Co. _ 99 
International Paper Co. .... I2A 
Kimberly Clark Corp. . 40A 
Kleen-Stik Products Inc. ...... 15 
Mead Paper Corp. _e 
Neenah Paper Co. ae 
Nekoosa-Edwards Paper Co. 68 
New York & Pennsylvania 
Me. deans ee 
Rising Paper Co. ie 
Sorg Paper Co. 101 
Strathmore Paper Co. . 96B 
Warren, S. D., Co. Back Cover 


Co. % 
Weston, Byron, Co. . : 
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Waltz 
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Platemaking 
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Inc. 
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Services and Supplies 


Engravings 


P.O.P. Display 


SCULPTURAL PROMOTIONS, 
INC. 


Smart P-O-P — Plaques — Figurines 
long and short runs — NO MOLD CHARGES 


write for more information 
441 Lexington Ave. New York 17 
Murray Hill 7-1369 


Advertising Specialties 


Co, —~ BUTTONS & BADGES 
o4 es METAL TAGS, CHECKS, COINS 
ie 4 WOODEN NICKELS 


— (ES 

want (om pL (CATALOG UPON REQUEST) 
10N 

ove Wendell-Northwestern, Inc. 

& [CJ] 2438 EAST FRANKLIN FE 3 - 6431 


MINNEAPOLIS 6, MINN 


Color Prints 


BRILLIANT/)\ ACCURATE! LOW IN COST/ * 


GEM ye oe — —— 

press inting at LOW COST 

runs of 100 te 10,000, Reproduced 

from Ektachrome or art . All 

oa color proofed. DELIVERY in 2-3 
EEKS. Free samples. 


- Se 


tee os ee ee | 


Stock Art 


READY MADE LAYOUTS for 
1 & 2 Color Catalog Sheets & Circulars 


TO USE: simply paste-up your Type Proofs & 
Illustrations in the blank spaces 

1,000s of LAYOUT VARIATIONS POSSIBLE by 
changing posirion of Layout Components (re- 
verses, bendays, boxes, etc. . .) 

SAMPLE KIT $1.85 prepaid. . . 

FLEXIBLE LAYOUTS, 201 W. 89 St., NYC 24 
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Photo Lettering 


aor 1 i 
PHOTO LETTERING 4 


250 alphabets to select from 
Send for free Catalogues. 24 Hr. Service. 
No minimum. 


And Now, the First Time! 
Reductions or enlargements to fit your 
layout with our new Dexigraph 
Photo-Print Process — at the 

cost of a photostat. 


tc —_ a 


PHOTO-TYPESETTING, INC. 
311 West 43rd Street, New York 36, N. Y 
JUdson 2-0466-7-8 


$qoo... CaN aT) 
FILM-LETTERING 
SIZED TO FIT LAYOUT 


NEGATIVE OR POSITIVE 
NO MINIMUM 


Mail deliveries anywhere in 
Vrite for FREE Spe 


> aA la 


305 EAST 46 STREET - NEW YORK 17,N.Y 


QUALITY HAND LETTERING 
FOR A FEW CENTS A WORD 
WRITE FOR BROCHURE 


t — 


ACETATE 


TRANSTIK 


Os Mal eds 


305 EAST 45m ST. NEW YORK 17, N.Y 


BRILLIANT 
MADE TO YOUR SPECIFICATIONS 


ALLIE DECALS 8422 HOUGH AVE. 
inc CLEVELAND 3,OHIO 


Color Separations 


3 or 4 COLOR SEPARATIONS 
SCREENED “CONTACT” NEGATIVES 


color-corrected by masking 
color-proofed too by ANALYST 
COLOR CONTROL 


High in quality yet low in cost 


Low cost production methods makes this 
possible. For your next color job call on 
our services. 


Write for illustrated booklet and prices of 
ovr work. 


30 Spruce Street 
YUND COLOR CORP. Albany 7, New York 


Art and Photo 


Attention 
getters: 


MACK’S 
**MOPPETS”’ 
Hundreds available. 


Exclusive use. 
Low priced. 


Write your needs 
and request samples. 


DOUGLAS MACK 


“Lhe clients amazing new 1550 Church St., 
soap ruined my wife’s cash- San Francisco 14 


mere !’’ Phone: MI 7-5377 


WE MAKE LINE ART 
OF ANY PACKAGE == 


Just send empty package with 
check and indicate view desired. 


Delivery within one week! 


NUZLART Sewice BOX 200- DANVILLE, ILL 


Layouts and 
Visualizing pad 


Jienfang Paper Co., Ine. 


metuchen, new jersey 


PHOTOGRAPHS 


OF 
BABIES AND CHILDREN 
WRITE FOR FREE 
BROCHURE 
BOB WATTS 
ILLUSTRATIVE 
PHOTOGRAPHY 
BOX 503 
KOSCIUSKO, MISS 








NEW Subscription Order Form 


Please enter immediately my subscription to 


Advertising Requirements 
for CO ~ years (36 issues) at $6 No extra postage for Caneda or Pan Amer- 
0 1 year (12 issues) at $3 ica. Add $2 a year for foreign postage. 


[1 Paymentenclosed [] Billmy firm [| Bill me 


Name Title 
Firm 

[] Home, or 

C] Firm Address 


City 


Nature of Business 


ss 0 35) 395) 
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(Sec. 34.9, P. L. & R.) 
CHICAGO, ILLINOIS 


BUSINESS REPLY CARD 
No Postage Stamp Necessary if Mailed in United States 


— POSTAGE WILL BE PAID BY— 


Advertising Requirements 
200 EAST ILLINOIS STREET 









$01/Circle on Readers’ Service Card 
Stapler Brochure 

. » Lansdale Products Corp., shows its 
Side Saddle Stapler in action on long- 
reach jobs. (Page 8) 


$02/Circle on Readers’ Service Card 
Negative Cost Calculator 

. . - A slide rule showing the savings in 
producing negatives within your own 
office as compared to purchasing them 
from a supplier is offered by Kenro 
Graphics Inc. (Page 72C) 


§03/Circle on Readers’ Service Card 
Orange Carbon 

- - » details on a new orange carbon for 
Ozalid and Diazo machines are offered by 
Ozalid Division, General Aniline and Film 
Corp. (Page 72C) 


§OQ4/Circle on Readers’ Service Card 
Garamond Booklet 

- . « Intertype Corp. offers a 28-page re 
view of Garamond, in various styles and 
sizes from 6 through 48 pt. (Page 104B) 


$05/Circle on Readers’ Service Card 
Mid-Century Typeface 

. a fact sheet shows sample alphabets 
of a thin sans serif for Justo-writer compo- 
sition, Mid-Century. (Page 104B) 


506/Circle on Readers’ Service Card 
Admiral Script 

. . - Admiral display script is illustrated in 
a four-page brochure from Ludlow Typo- 
graph Co. (Page 104B) 


§07/Circle on Readers’ Service Card 
ATF Ornaments 

. a 24-page guide of type ornaments 
and decorations is available from Amer- 
ican Type Founders. (Page 104B) 


§08/Circle on Readers’ Service Card 
Fototype Catalog 

. . Qdditions to Fototype’s cold type 
transparent and opaque alphabets are 
(Page 107) 


shown in a 64-page catalog. 


§09/Circle on Readers’ Service Card 
Fortune Extrabold 

. additions to Bauer Alphabets’ hand- 
set Fortune series, 10 and 12 pt. Extrabold, 
are shown in specimen sheets. (Page 107) 


§10/Circle on Readers’ Service Card 

Effective Testimonials 

. . « Schwerin Research Corp. offers help 

in making testimonials believable. 
(Page 78) 
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Use these return cards 
for your copy of publications 
mentioned on this page 


Advertising 
Requirements 


$11/Circle on Readers’ Service Card 
LI-NUP 

- - . details on a blue-gridded illustration 
board for mechanicals are offered by 
Bourges Color Corp. (Page 94) 


§12/Circle on Readers’ Service Card 
X-Marx Register Tape 

. details on a clear cellophane tape 
with preprinted register marks are offered 
by Bienfang Products Corp. (Page 94) 


§13/Circle on Readers’ Service Card 
Chart-Pak Catalog 

«+ @ catalog outlines Chart-Pak pre- 
printed tapes and symbols. (Page 94) 


$14/Circle on Readers’ Service Card 
Custom Developing 

- . - Pictorial Laboratories Inc. announces 
a custom developing service for roll and 
sheet film. (Page 96) 


Readers’ Service Dept. 
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§15/Circle on Readers’ Service Card 
Exposure Guide 

. Colorfax Laboratories Inc. offers a 
Wallet Exposure Guide. (Page 96) 


§16/Circle on Readers’ Service Card 
Stock Art Portfolio 
. . @ folder from Kens Klip Art describes 
line artwork ready for use in ads. 
(Page 96) 


§17/Circle on Readers’ Service Card 

Bettmann Brochure 

- » « an antique art index of pictures 

available through the Bettmann Archive. 
(Page 96) 


518/Circle on Readers’ Service Card 
Tontine Samples 

- samples of a flame-resistant drape 
fabric are offered by duPont. (Page 89) 


§19/Circle on Readers’ Service Card 
Hunter Douglas 


. . « describes Flexalum uses. (Page 89) 
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$20/Circle on Readers’ Service Card 
Contra-lite Curtains 
- Colonial Plastics Co. offers details 
and sample of its light centrol material. 
(Page 89) 


$21/Circle on Readers’ Service Card 
Light Control Draperies 

. « « Plastic Products describes its LuXout 
draperies. (Page 89) 


§22/Circle on Readers’ Service Card 

Formica Booklet 

- - » Formica wall treatments and fixtures 

are illustrated in a full color booklet. 
(Page 89) 


§23/Circle en Readers’ Service Card 
Velva-Glo Color Samples 
. - color swatches of two new fluorescent 
color products are offered by Radiant 
(Page 94) 
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$24/Circle on Readers’ Service Card 
Fiberglas Sculptures 

. . @ variety of Fiberglas sign sculptures 
are described by Sculptured Advertising 
Inc. (Page 37) 


$25/Circle on Readers’ Service Card 
Fluorescent Fixtures 

. a data sheet on a new outdoor light- 
ing fixtures is offered by Revere Electric 
Mfg. Co. (Page 37) 


§26/Circle on Readers’ Service Card 
Polyethylene Posters 

. samples of a new material for win- 
dow posters are offered by Central States 
Paper & Bag Co. (Page 38) 


§27/Circle on Readers’ Service Card 
Christmas Displays 

- @ new catalog from Reyburn lists 
corrugated panels, borders, etc. (Page 38) 
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§28/Circle on Readers’ Service Card 
Fiberglas Snowmen 

. .. A circular from Dillon Industries de- 
scribes snowmen, Santas, ornaments, etc., 
of molded Fiberglas. (Page 38) 


$29/Circle on Readers’ Service Card 
Christmas Panels 

- Frank M. Sayford Co., describes 
Christmas decorations available on Coro- 
buff. (Page 39) 


$30/Circle on Readers’ Service Card 
Plastic Plaques 

. - M. EJ Taylor & Son illustrates il- 
luminated plastic plaques. (Page 39) 


§31/Circle on Readers’ Service Card 
Display Fixture 

. . . Empire Display Mfg. Co. describes its 
aluminum spring-held Key Pole. (Page 41) 


§$32/Circle on Readers’ Service Card 
Gift Folder 

. @ folder from Lake City Tackle Prod- 
ucts offers gift-selection tips and illustrates 
personalized fishing rods. (Page 58) 


§33/Circle on Readers’ Service Card 
S&H Stamp Story 

. -. an illustrated booklet from Sperry and 
Hutchinson Co. tells the company’s story 
of its S&H Green Stamp Plan. (Page 58) 


$34/Circle on Readers’ Service Card 
Name Plate Leaflet 

- personalized name plates are de- 
scribed in an illustrated leaflet from Desk- 
Sign Mfg. Co. (Page 58) 


$35/Circle on Readers’ Service Card 
Plastic Premium Folder 

. an illustrated folder from Hazel-Vinyl 
Products describes seven new items the 
company has added to its line. (Page 58) 


536/Circle on Readers’ Service Card 
“Safety in Numbers” 

- @ witty and informative booklet on 
numbers, their history, etc., is offered by 
the Handwriting Foundation. (Page 109) 


$37/Circle on Readers’ Service Card 
Automatic Projector 
- @ circular from Bausch & Lomb de- 
scribes two permanently-focused projectors. 
(Page 46) 
$38/Circle on Readers’ Service Card 
Film Booklet 
. » Roger Wade Productions offers its 
How to Make a Movie... booklet. 
(Page 47) 
§39/Circle on Readers’ Service Card 
TeleMation Service 
. . . TelePrompTer offers details on a new 
synchronizing speech service. (Page 48A) 


————- 


Use these return cards 
for your copy of publications 
mentioned on this page 





Projector makes points about pens 


Workers at Esterbrook Pen Company’s 
Mexican plant don’t speak a word of 
English. But they are taught to make 
pens by watching job training films 
shown to best advantage on RCA 
16mm Sound Projectors. Esterbrook 
relies on RCA Projectors for superior 
results for more than 100 films used 
in Denmark, France, Venezuela, Eng- 
land, and Canada. 


Your show—whether it’s for training 
like Esterbrook’s, or for safety, selling 
or public relations—will come off per- 
fectly on an RCA Projector. Depend- 
ability is designed into the machine 
through such advances as the long-life 
induction motor, the special “Stellite”* 


*Reg. Tmk. of Union Carbide & Carbon p. 


steel pull-down claw, which engages 
film gently without wearing, large di- 
ameter, 16-tooth sprockets for safe- 
guarding film by distributing tension 
over a larger film area, precision “float- 
ing” film guides to caress the films at 
pressure points. Fewer and_ slower- 
moving parts keep operating purr from 
distracting the audience. Thread-easy 
film path and simplified controls allow 
novices to run RCA Projectors with 
professional results. 


See proof of RCA Projector simplicity 
and efficiency. Call your RCA Audio- 
Visual Dealer and ask him to bring a 
projector to your office. He is in the 
Classified Telephone Directory under 
“Motion Picture Equipment and Sup- 
plies.” From him, or by writing Radio 
Corporation of America, Dept. Y-283, 
Building 15-1, Camden 2, N. J., you 
can quickly obtain a free copy of the 
very interesting film planning book, 


“Films... Projectors ... Ideas.” 


RADIO CORPORATION of AMERICA 


Audio-Visual Products, Camden, WN. J. 


Tmk(s) 4 
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ent iene FOUL VOICE 


vouns wooeo ey VOUF Printing 


When you make a business phone call, you 


naturally want your voice to sound as warm and 
friendly and confident as possible. The other party 
often judges you by the quality of your voice. 

Similarly, when you sell in print, people often 


judge the character of your company by the qual- 


ity of your booklets and brochures. So be sure your 


selling literature always looks its best. Top quality 


printed pieces show respect for your prospects. 


Your prospects, in turn, will show respect for you. 


Before you begin, see a GOOD printer. 
Competition for the consumer’s attention is tight- 
ening. It’s more important than ever to aim for 
top quality results. If you call a good printer when 
you start the job, he can suggest techniques that 
will save you money and achieve better results. 

A good printer will probably recommend War 
ren’s High Standard Printing Paper for your job. 
He knows there is none finer. S. D. Warren Company, 
89 Broad Street, Boston 1, Massachusetts. 


® 
Warrens printing papers 


{ HIGH STANDARD 


make a 
good impression 





